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E AT APEX are employing all of our resources to make this 


wish come true. We are working day and night, ever striving 





to hasten the day of victory, that happy day when our boys 
come home, and we can place again in Santa’s bag the finest of washers, 
ironers and vacuum cleaners. They'll be finer appliances, because 
they will be made by Apex with its 30 years of experience, plus its 


newly acquired skill in the manufacture of high-precision war devices. 


THE APEX ELECTRICAL MANUFACTURING CO. ¢ CLEVELAND 
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CO-OPERATIVE ADVERTISING 


EDERAL Trade Commission has been making a 

study of advertising as a factor in distribution and 

has now come out with a section dealing with co- 
operative advertising, a subject of interest to practically 
everybody in the electrical appliance business. 

In an earlier study FTC showed the degree to which this 
form of advertising expenditure enters into appliance pro- 
motion. According to the figures reported by twenty-two 
manufacturers, co-operative advertising accounted for 
24.4 percent of their total advertising expenditure. This 
surpassed the amount expended for advertising in national 
magazines by over 7 percent and was also larger than the 
expenditure by the manufacturers directly in newspapers. 

Therefore the findings of the Commission with relation 
to practices on this basis are important. In the latest 
report the Commission states that about one-half of the 
household electrical appliance manufacturers reporting 
state that they share with dealers the expense of local 
advertising—one-fifth of them doing it by granting special 
price allowances in consideration of advertising done by 
dealers. This is cash allowance, in addition to providing 
dealers with printed advertising and sales promotion 
material, the preparation of advertising and displays, etc. 


ETAIL advertising expenditure is relatively high in 

the electrical appliance field, according to the Commis- 
sion’s report—electrical household appliance retail adver- 
tising expenditure being 2.52 cents per dollar of sales, 
ranking third in the order of such expenditures, coming 
after women’s and men’s clothing and ranking equal with 
carpets and rugs. 

The Commission reports that opinion is divided among 
manufacturers with respect to this form of advertising. 
Many condemn the practice because it has become burden- 
some in their industry. Others commend it, believing that 
it enables them to gain more active sales effort from re- 
tailers receiving advertising allowances, and that retailers 
give an extra sales effort to products made by co-operating 
producers. 

High point of the report comes in the consideration 
given to co-operative advertising on a non-selective 
or a selective basis and whether or not co-operative ad- 


vertising allowances may run counter to the Robinson- 
Patman law. The Commission seems to find that where 
it is non-selective—that is, extended to all the manufac- 
turer’s outlets on an equal basis—it is okay. However, 
FTC points out that even where the system is apparently 
equitable, such as one under which allowances are directly 
proportionate to dealer sales volume with no extra con- 
cession to the big customer, it may not be allowable because 
such a system reaches a vanishing point at which the 
smallest dealer’s business does not enable them to make 
any showing in comparison with their big competitors. If 
co-operative advertising is on a selective basis, which 
means that extra concessions are granted to big-volume 
outlets and are not freely offered on an equal basis to large 
and small alike, FTC regards this as a violation of the law. 

Some such complaints have been made to FTC and have 
resulted in at least one “cease and desist” order involving 
discriminatory use of co-operative advertising. This order 
has been sustained by the courts- 


OMPETITIVE effects of co-operative advertising 

are not confined to the retail trade. It effects also 
competition among manufacturers. The first manufacturer 
to grant such allowances in special cases to large retailers 
soon experiences demands from other retailers, also such 
allowances are met by competing manufacturers. Thus the 
practice becomes general in an industry. Some, at least, 
of its benefits are lost by the manufacturers who initiate 
the practice, and the industry finds itself with a generally 
increased ratio to sales of advertising expenditure. 

All these considerations are important to the appliance 
trade in the consideration of the problem of restoring co- 
operative allowances as they existed before 1942. There 
has .been discussion between manufacturers and their dis- 
tributors on this question—‘Shall co-operative advertis- 
ing be reduced, be increased, or be eliminated?” Right 
now is the time to discuss this question and to settle it. 
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A line of home radios, new as tomorrow, is coming up, 





They are instruments such as you have never known before, un. 


hampered by prewar conceptions, designed and built 


with full application of war-born discoveries. 


LEAR RADIO 


Address Inquiries to: LEAR, INCORPORATED 
Home Radio Division, 230 East Ohio Street, Chicago 11, Ill. 
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A BASIC POST-WAR PLAN 


ENTERS ITS SECOND YEAR OF OPERATION 


Over a year ago, Universal predicted that post-war 
selling would be no push over—that advance. prepa- 
ration by dealers was needed to capitalize on future 
opportunities. The now famous ‘““U” Plan for “V” 
Day was developed as a practical, down-to-earth 
approach to this problem. Its chief aim was to help 
dealers get ready for the post-war period. It has 
already established many new Universal “‘firsts’’. 


1. FIRST WITH A BASIC PLAN FOR POST-WAR SELLING — 
Over sixteen thousand dealers are now making 
use of the “U” Plan to bring about millions of 
customer contacts. 


FIRST WITH POWERFUL NATIONAL ADVERTISING SUP- 
port — Over forty million consumer messages ex- 
plaining the “U” Plan and creating a national 
consciousness for Universal have appeared in 14 
national publications during 1944. 


on & Be FIRST WITH COMPREHENSIVE POINT-OF-SALE HELP — 
<tey, Over sixteen thousand dealers have received the 


A AS free identification kit to help them tie in with 
pia national advertising. Monthly, they receive the 
“Dealer’s Digest”—a guide to post-war thinking. 
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They are profiting from the “100 Letter Plan” —a ready-to-mail 
service for increasing dealer-consumer contacts. 


4. FIRST WITH A PRACTICAL STORE AND PERSONNEL 
CONDITIONING PROGRAM— Geared to dealers’ 
a. needs, Store Planning, Sales Training and 
-) Planned Selling services are being released to 
“U” Plan dealers at a time to help them most. 


The “U” Plan is available free to all dealers. Contact your 
Universal Distributor or write the factory for “U” Plan in- 
formation. Also ask for a presentation of “Forward March to 
Market” —the fascinating story of Universal’s preparation for 
post-war appliance selling. Find out how you can secure the 
valuable Universal franchise in your community. 


Universal Electrical Appliances 
distributed in Canada exclusively 
by Northern Electric Company, Ltd. 
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@ A new government survey indicates a “waiting” demand of 
more than 4 million washing machines... almost 3 times any 
normal, prewar year’s production. Every dealer who has wash- 
ing machines will be able to sell them regardless of make! But 
the average dealer’s average unit of sale will be under $100 
... and his profit commensurate. 








Now consider the Blackstone Dealer. He'll get his share of 
overall sales. But his average unit sale will be far above the 
national average! 

Why? 

Because, in addition to a full line of “conventional” home 
laundry appliances, he will have the sensational Blackstone 
Unit Laundry ... matched, related appliances that finish the 
job which the washer merely starts. And the sale of any one of 
these three matched units starts a natural sales sequence that 
assures future profits from the same customer! 














Alert dealers everywhere sense the better-than-average profits 
which Blackstone offers. There still may be room for another 
Blackstone dealer in your locality.Write for franchise facts today. 


DEALER BLACKSTONE CORPORATION, JAMESTOWN, N. Y. 
A Division of Jamestown Metal Equipment Co., Inc. 
PROFITS 











BLACKSTONE 


5 PRODUCT OF 
AMERICAS OLDEST WASHER MANUFACTURER 
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Duo-THERM 


DIVISION OF MOTOR WHEEL CORPORATION (Q™Oe= LANSING 3, MICH. 


AMERICA’S LARGEST MANUFACTURER 
OF FUEL OIL HEATING APPLIANCES 
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DUO-THERM Division of Motor Wheel Corporation 
Department K-4, Lansing 3, Michigan 


I would like to have additional information about the 24,000,000 Amer- 
ican families who have no automatic hot water, and the interesting story of 
Duo-Therm dealer franchises still open in good territories. There is no 
obligation to me. 
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FLORENCE “LISTENS IN“ ON DEALERS 











PUT ME DOWN FOR 
PLENTY OF COMBI- 
NATION RANGES AND 
SLEEVE-TYPE HEATERS 


a 




















MY CUSTOMERS 




















GO FOR ELECTRIC 
RANGES AND ALL 
‘LL BE NEEDING 
ae ae POT-TYPE HEATERS 
AND ALL TYPES 








— 


4 q OF RANGES 






















"e YS 3 . si + PEOPLE AROUND 
ne 7 ME ?/ WANT ELECTRIC HERE CALL FOR EVERY 
Ng = RANGES AND — TYPE OF RANGE 
OF HEATERS, AND HEATER.../2L { 






elles OF ALL KINDS 


GAS RANGES AND 
OIL-BURNING HEATERS 
ARE MY BEST-SELLERS 










OIL RANGES AND 

\ CABINET HEATERS 
ARE BIG FAVORITES 

DOWN MY WAY 











GAS RANGES AND 
L4P-GAS RANGES 

ARE FAST MOVERS 
} /N MY MARKET 





FLORENCE WILL HELP YOU BLANKET YOUR 








POSTWAR MARKET 


® That’s a promise. Whether you sell 
in a city or a hamlet... in Texas, Maine 
or Michigan . . . the Florence postwar 
line will contain ranges and heaters 
“‘on the beam” for your local market. 
’ And here’s what we mean. Here’s 
the postwar line-up: Gas Ranges... 
LP-Gas Ranges. . . Electric Ranges... 
Combination Ranges . . . Oil Ranges 

. Pot-Type Heaters . . . Sleeve-Type 
Heaters . . . Cabinet Heaters . . . Oil- 


FLORENCE STOVE COMPANY. .. . General Offices and Plant: 
Gardner, Mass. Western Offices and Plant: Kankakee, Ill. Sales 
Offices: No. 1 Park Avenue, New York; 1459 Merchandise Mart, 
Chicago; 53 Alabama St., $.W., Atlanta; 301 No. Market St., Dallas. 
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. wherever you are! 


Burning Water Heaters... Range Oil 
Burners. Watch for them... watch 


for all. 


Meanwhile, and as long as Amer- 
ican men are fighting anywhere, war 
work for the armed force’ will have 
a clear right-of-way at Florence. 


FLORENCE 


ELECTRIC RANGES 
GAS RANGES - OIL HEATERS 


~ 
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The Army-Navy 
“E” flies above 


our Kankakee 
\ Shell Plant, for 
excellence in 
war production, 
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The EASY Post-War Sales Bulletin | 


No. 14 


“We have needed live washer demonstrations 





ISING 












“We think your home laundry equipment floor dis- 
y ey Se : 

play portfolio,” says Mr. Farwell, “is an outstanding 

contribution to post-war appliance merchandising.” 


“We have needed live washer demonstrations for years 
...we want our salesmen to be working demonstrators. 
It is our desire to sell top and specialty models... and 
to that end we are building Easy’s display ideas into 
our post-war appliance department, and we shall ap- 
preciate your fullest cooperation.” 


* * * 


We hope you and the hundreds of other Easy Dealers 
working with us on post-war selling plans are as enthusi- 
astic as Mr. Farwell! You'll have reason to be, because 
the Easy Plan Book can show you how to build a demon- 
stration unit which together with sales training will in- 
crease your top-profit washer sales. Yet this Plan Book 
is only one example of Easy leadership. For example: 


1. FOR 67 YEARS Easy has concentrated on just one 
thing: home laundry equipment. All we learned be- 
fore the war...all we’ve learned in two years of building 
precision equipment for the Army and Navy... is avail- 
able to you as a post-war Easy Dealer. 


2. OVER TWO MILLION Easys have been sold. And 
right there, in those two million Easy owners alone, you 
have one of the biggest washing machine markets in the 


HOME LAUNDRY EQUIPMENT SPECIALISTS FOR 67 YEARS 
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says GUY FARWELL 
Mgr. Appliance Division 


STERLING FURNITURE CO. 


San Francisco, Cal. 


Here Mr. Farwell (right) discusses the 
Easy Post-war Plan with L. C. Myers, 
Gen. Sales Mgr. The firm also has 
stores in Vallejo and, Oakland, Cal. 


world. it’s just human nature to turn again to the make 
you know and trust! 


3. EASY NATIONAL ADVERTISING has never stopped 
selling. It’s the biggest and most consistently best-read 
campaign of all national appliance advertising running 
today, according to national readership surveys. And that 
means a terrific pile-up demand . . . not just for washers, 


but for EASY! 


The moral is plain . . .“Tie up with Easy and you tie up 
with the leader... the fastest-selling washer in America!” 
A few copies of Easy’s Post-war Plan Book are still avail- 
able. Write us on your letterhead and ask to have our 
field representative show you these demonstration dis- 
plays. You'll get a set of plans free...without obligation. 
Address Dept. EM-12, Easy Washing Machine Corp.. 
Syracuse 1, N.Y. 








like this for years’ 
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The 


Rittenhouse 
Consumer Survey 


IN THREE 
DIMENSIONS 








OR the first time in the history of door 

chimes merchandising, Rittenhouse hes 
removed the guess-work and generalities from 
the consumer-buying picture. 

The Rittenhouse Consumer Survey now near- 
ing completion is the first conclusive survey, 
national in scope, to cover all economic and 
buying factors hearing upon the sale of electric 


door chimes. 





























NATIONAL IN SCOPE 


97 skiiled marketing investigators personally inter- 


viewed a cross section of householders in 36 states 
(including 129 key trading areas and their adjoining 
communities), representing every geographical divi- 
sion of the country. 











DIMENSIONS OF SURVEY 


Some idea of the dimensions of the survey may be 
gotten from the following group factors covered in 
the investigation: 

% Large, medium and small size cities. 


% Those income groups forming the largest 
segment of the national chimes market. 


% Individuals living in houses and apartments. 
% Householders who did and did not own chimes. 
%& Owners and renters of houses. 


* All age groups. 





INFORMATION IS BASIC 

The type of information assembled and the technique 
employed to obtain it was in keeping with the most 
modern practices of present day marketing research 
methods. The information thus derived is of basic, 
practical character and has been proven the direct 
efficient low-cost way to the successful promotion of a 
specialty product. 

The findings of the three-phase survey, which began 
in May, will be published in the form of a bound inte- 
grated report, available to all wholesalers and dealers 
about January 19145. 


VISIT OUR EXHIBIT - CHICAGO HOUSEWARES SHOW 
PALMER HOUSE, ROOM 971 + JANUARY 7th TO 12th 


hittenhouse 
fy aE CHP ZL eo 


The A. E. Rittenhouse Company, Inc., Honeoye Falls, N.Y. 
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ELECTRICAL PRODUCTS ADVERTISED 
IN WOMAN’S HOME COMPANION 





A. C. Gilbert Appliances G. E. Home Laundry Silex Electric Iron 


Blackstone Laundry Maytag Washers & Singer Sewing Machine 

lroners 

Cory Coffee Maker Sunbeam Mixmaster 

Manning Bowman 
Percolator Universal Appliances 
and Table Broiler " 


Vaculator Coffee Maker 


Easy Spindrier Washer 





Foley Food Mill Nesco Roasters 


— | Westinghouse Electric 
Frigidaire Silex Coffee Maker Home Appliances 





The smart retailer will see at a glance the opportunity presented 
by this picture. Products advertised in women’s magazines 
move even faster when you display them. So get extra 

profit from manufacturers’ well-planned efforts 

in the Companion to help you sell. Use a 

copy of the Companion or'service pages 

selected from it in your displays. 


WOMAN’S HOME COMPANION 


250 PARK AVENUE, NEW YORK 
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n inwst that your 
For Easion selling insist r 
vapeur Elecite Home Washers feature 


: ECLIPSE PLASTIC AGITATORS 


PE Le A 
- Clothes. Protect 





> You have a more complete sales story for your housewife customers when you 
can point to an ECLIPSE Plastic Agitator on your washer line! 


Pioneered and developed by Eclipse, Plastic Agitators offer many 
advantages that housewives quickly appreciate. They’re easier on 
clothes, for instance. There is no rough metal surface to wear 
and catch on delicate fabrics. For plastic is glass-smooth — and 
will remain smooth throughout its long life of service. It’s non- 
corrosive, too, will not discolor clothes; and it’s heat-proof, acid- 





ALREADY IN USE ON 
THESE FAMOUS MAKES: 


* APEX 







proof, stain-proof, durable and light weight... more attractive 
in appearance, and easier to handle and keep clean. 














> You can expect new materials and designs in agitators in your post-war wash- 


BARTON ' . 
: suiae ers... appealing colors — and other exclusive eye-catching features of Eclipse 
de BLACKSTONE Plastic Agitators. These and many other superiorities will help you sell more 
‘+ CONLON washers — faster. Insist on ECLIPSE Plastic Agitators on YOUR line. 
* EASY 


Turn prospects to sales — easier — with a modern 
ECLIPSE Plastic Agitator on your washers. 


Eclipse MOULDED 


PRODUCTS COMPANY 


5151 NORTH THIRTY-SECOND STREET ° MILWAUKEE 9, WISCONSIN 


%& FAULTLESS 

x GENERAL ELECTRIC 
* MAYTAG 

tk NORGE 

%& SPEED QUEEN 

* ZENITH 





is Plastic Products and Custom Moulders for All Industry 
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This THOR Gladiron ad 
is being read by 21,000,000 readers- 


many of these readers are your customers. Get out 
your THOR Priority Register to take care of them! 








Here's the famous THOR Gladiron 


that stands and irons 



















while you sit down ! 


Say good-bye to old-fash- who make the Thor Washer—who 
ioned ironing—standing up and have made more /roners than any 
pressing down—when you get a other company in the world. You'll 
Thor Gladiron. Say good-bye to bless them for the Thor Gladiron. 
backache and fatigue, because the Visit your Thor Dealer and 
Gladiron stands, while you sit. signhisThor Priority Register. No 
Just imagine ironing shirtsinfour obligation to buy, but a promise of 
minutes, and flatwork as fast as__ first callonone of the earliest Thor 
you can guide it through! Gladirons when they are released. 


The Thor Gladiron is the If you don’t know the name of 





latest development of the folks yournearest Thor Dealer, write us. 


HURLEY MACHINE DIVISION 
Electric Household Utilities Corporation 
54th Avenue and Cermak Road, Chicago 50, IIl. 


You'll know why it’s called the GLADiron when you use it! 
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OOD NEWS travels fast— 
and often becomes somewhat 


“inflated” as it is passed along. 


It’s human nature to express our 
hopes as though they were facts. 


As a matter of fact, the War Pro- 
duction Board has permitted the 
manufacture of a very limited 











7 


Coc We're Serving 3 
Market Just Now - 








is 


L&H PRODUCTION IS NOW DEVOTED 
TO MAKING THESE WAR GOODS: 
Pins for tank tracks; anti-aircraft shells; elec. 
trical control cabinets; containers for bomb 
parachutes; cartridge belt webbing; assembly 
of air compressors on U. S. army trucks; steel 
cases for truck tools and parts; Radar parts. 











eC 







number of gas and electric ranges 
where it will not interfere with 
the production of materials need- 
ed for war. The ranges to be 
made will be far fewer than most 
people expect or than are needed. 
Further, the difficulty of getting 
necessary raw materials will slow 
down and curtail civilian produc- 
tion even more. Don’t expect 
too much too soon! 

Here at Lindemann & Hoverson, 
production of vitally essential 
war goods comes first—and it 











will as long as we have a war to 
win. This same condition exists 
in many large plants normally 
making products similar to those 
carrying the L & H trade-mark. 


So this is a plea for your patience 
and understanding. We know 
that you, too, put the winning of 
the war above all else — so that 
your boys and ours may come 
back sooner to peace and pros- 
perity. As the manufacture 
of civilian goods increases, 


L&H will produce its share. 


rr) 
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A. J. LINDEMANN & HOVERSON CO, 


Since 1875 
MILWAUKEE, WISCONSIN 


cos ALCALRE 


Manufacturers of ELECTRIC BANGES + ELECTRIC WATER HEATERS © GAS RANGES + OIL STOVES » PORTABLE OVENS © Git HEATERS + WICKS 
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HUTS TEN 


Te JOHN W. VANDERCOOK 
Every Saturday afternoon from 
5:30 to 5:45 E.W.T. the com- 
plete NBC network carries 
Sentinel’s message to YOUR 
customers. See your newspaper 
for local time and station. 












entinel RADIO 


Radio in this war, beyond its great military service in hastening 
victory, has performed another and more human service—it 
has enabled the soldiers to keep in touch with home. For the 
first time in history, soldiers on all fronts at Christmas time can 
listen to the United States—can hear familiar Christmas songs, 
voices and holiday programs wherever they are. This has been 
radio’s contribution to fighting morale. 

The development of radio to its present high peak of efficiency 
has been shared by Sentinel in research, production and manu- 
facturing skill. During the war, Sentinel’s every effort has gone 
into the creation or betterment of radio and electronic equipment— 
to aidin the successful prosecution and early conclusion of the war. 

Sentinel shares with the entire world a hope that before 
next Christmas all hostilities will be ended...and new, improved 
post-war Sentinel radios will be moving rapidly off your shelves. 


SENTINEL RADIO CORPORATION 
2020 Ridge Avenue, Evanston, Illinois 
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Before Any One Gets Two 


What’s going to happen to the first vacuum 
cleaners to be manufactured as soon as the 
“green light” is given? 

The answer is of paramount importance, since 
it is obvious to everyone that the number of 
cleaners produced in the early stages of recon- 
version will fall far short of the pent-up demand. 


Premier’s distributors have established a policy 
—with which Premier is in complete agree- 
ment—of delivering, wherever possible, one 
cleaner to every dealer, before any dealer gets 
more than one. This means that at the start 
every franchised dealer will have a sample 
Premier Vacuum Cleaner to display and demon- 





GUARANTEED 





strate to all his customers. With this sample 
he can accept orders for delivery as soon as 
Premier Cleaners can be turned out in greater 
volume. Allocation of Premier Cleaners 
thereafter will be made as equitably as is 
humanly possible. 


Dealers will recognize this plan to be in keep- 
ing with Premier’s past promises of assistance 
in the welfare of all dealers who have main- 
tained Premier Service for Premier customers. 
And it is further evidence on the part of Premier 
and its distributors, of a sincere desire to pro- 
tect the future interests of Premier dealers, 
whether small or large, in every way possible. 





For Vacuum Cleaners 


| a SERVICE 
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ELECTRIC VACUUM CLEANER CO., INC. 


DIVISION 


CLEVELAND 10, OHIO 
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SINCE 1925 Miracle 
has provided American homes with millions 
of electrical appliances of efficient design 


and practical usefulness. 


Today—with vastly expanded engineering 
and manufacturing facilities—Miracle is 
ready with a complete line of new appli- 


ances that are tested, perfected, and proved. 


When our Victory whistles blow, Miracle 
Appliances will start moving to your stores 
and your customers’ homes in rapidly in- 
creasing quantities. There they will build 
an enviable record of profitable sales and 


useful service. 


Include Miracle Appliances in your post- 
war merchandising plans. Be prepared. 
Write now for the’ name of your nearest 


Miracle Distributor or Jobber. 






MIRACLE ELECTRIC COMPANY 


DIVISION OF MIRACLE PRODUCTS CO., 


% 








THE COMPLETE LINE OF 


PRACTICAL 
HOME APPLIANCES 





s ¥ 
% a be. age % ne eee St 2 
Gide te Ee OTE: 
se get es ‘ e 
p Rg Be oaks 


Bie 


Automatic 
Coffee Makers 


* 





Toasters 
* 


| 
. Food Mixers | 





* 


Vacuum Cleaners 
* 


| Roasters. 
| eo Dual Hot Plates : 
Automatic Hot Plates 


* 


* 














INC., 36 SO. STATE ST., CHICAGO 
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N ames to keep your eye on —Westclox and , 
Big Ben—America’s best known names in 


% 
clocks. These handsome electrics are smartly & | a s = 
designed, dependable, with consumer accept- 


ance second to none because America knows Ke P 
| cepa America 
the names they bear mean Quality! When On Time 


they’re available again, you'll want to feature WESTCLOX w 


these beautiful, fast selling electric clocks— tA SALLEPERU, UL, DISION OF CtnEeAL rime instevmens ¢ 
° ° . . In Conade, Western Clock Co, onPorani 
their public acceptance is already established! Me. Western Clock Ca, Ud, Peterborough, Onterie ” 














*Trade Mark Reg. U.S. Pat, Off. 








— 
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Survey Reveals 


Interviewing in Pittsburgh homes. 


* IRLS and utilities are always be- 
ing told they have to be careful— 
for they are the ones that get the pack- 
age left on their doorsteps. 

Long after a promotion is over, the 
owners expect the utility, ‘who fur- 
nishes the electricity to run an appli- 
ance, to do everything to keep it oper- 
ating. Some times they even blame 
the utility when their device goes to 
preces, 

For this reason a firm like the Du- 
Light Co. of Pittsburgh is 
careful at a time when 
i the natural yardsticks of the busi- 


questi 


doubly most 


ness are missing. Pulled this way and 
that by promises of a glowing future, 
the canny Scotchmen of that organi- 
zation didn’t know what to think. The 
course of action that they have fol- 
lowed to get their feet back on solid 
ground is the basis of this story. 


Organizing the Study 
There has been completed recently 


at Pittsburgh a survey which didn’t 


set out to prove anything. It sought 
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Girls 





took their time and chatted leisurely. 


merely to cover the status of Pitts- 
burgh homes, learn lrow well the appli- 
ances are working, and the thinking of 
the families on the future. The mak- 
ing of such a survey by an organiza- 
tion geared up merely to generate juice 
would be an impossible task. All a 
utility has in this direction is ma- 
chines for collating and condensing 
statistics—something they use in the 
operation of getting out bills. But a 
newspaper like the Pittsburgh Press 
has ability to get into homes. Its 
241,530 readers recognize and feel a 
part of what this paper is doing. On 
the other hand, even a newspaper can- 
not devote a lot of time in making 
personal calls. That is where a re- 
search organization, Sullivan and Ray- 
hawk, fitted in. This firm had trained 
women who could sell the idea to 
customers, once introduced by the 
Pittsburgh Press, and could sit down 
and learn truthfully what they had 
and what they were thinking about. It 
was decided to call on one out of every 
hundred homes in Pittsburgh in the 
8c cariare and 5c phone area. There 








Pittsburg 


The Duquesne Light Co., 
the Pittsburgh Press and 
a research organization 
unite in a comprehensive 
study of the city’s post- 
war appliance sales po- 
tentialities. 





By TOM F. BLACKBURN 


sales promo 





are about 282,495 families living in this 
vicinity. These homes can be broken 
up into four economic divisions, for 
practical purposes. 

To test the questions, a 1 percent 
sampling was first made on 100 fam- 
ilies. The way a question is put means 
everything in getting the truth. 


parlor to the kitchen, from the famil peted, fron 
radio to the sink. It was decided sptlecity, ma 
let the home owner decide for herslift'ty case 
whether an appliance is working satis he purpose 
factorily. On the other hand, the sugesked for t 
vey women were taught carefully « hushand's i 
how to check an appliance. fully at the 


For For example, the question: “Ts you 


: ae Some 
you can get any answer you seck, as__ range insulated?” usually brought for 
Abraham Lincoln found when he asked a worthless answer from the hou It is no 


a man, “Do you beat your wife when 
drunk ?” 

Under the aegis of the Pittsburgh 
Press, the survey women introduced 
themselves. They worked from the 


wife who didn’t know. The survegptand conc 


woman was told to thump on the oveptuly, but t 
side and discover for herself wheth 
or not it was insulated. 

Finally, 3,146 surveys were co 


interesting 
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Near the Pittsburgh food market thrifty housewives like to take home “lugs” of gre 
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ANDREW G. IRWIN 


study. 





e famigpleted, from all economic quarters of 

cided togtle city, made in a leisurely fashion. In 

very case the housewife was told of 

ng satisgthe purpose of the work before she was 

the sueked for the data. Inquiry as to her 

fully qgushand’s income was presented tact- 
* Biully at the conclusion of the survey. 


r herself 


“Is ye Some Interesting Surprises 

ght fo 

e houeg It is not possible to point to any 
> survegerad conclusion as the result of this 
the ov@ptuly, but there were a number of very 
whethepiteresting surprises : 




















(1) Some 24.3 percent of the Pitts- 
uirgh families would like to own an 
lectric mixer. Projected, that means 
i market for 154,300 mixers in the 
erritory. 


re coi 


42) It was discovered that 19.8 per- 
Hof Pittsburgh families own iron- 
| This is an amazing saturation as 
tasted to the country’s saturation 
92 percent. 
) It was revealed that fully 34 
it of the second-hand electric re- 
erators were not traded in on new 
igerators but were sold as usable. 
percent of the families kept their 
Melrigerators and used them and 4 
ent held on to their old models for 
gency purposes. Some 9 percent 
sold as junk. It was interesting 
Mote that in Detroit, J. M. O’Berc 
Hares that one out of ten used refrig- 
Ators is a junker. 
4) That the frozen food industry 
boing to have to do a lot of selling 
ore it creates a big market for home 
eezers is apparent. Fully 88 percent 
t families surveyed had no frozen 


grocer in their refrigerators and this 


sales promotion, handled the utilities part in 











TED O. McQUISTON 


this market 


figure varied from 81 percent in the 
highest economic group to 92 percent 
in the lowest. Only 12 percent had one 
package in their refrigerators. Ap- 
parently the public is not using frozen 
foods in any great quantity and fully 
81 percent think that the frozen food 
capacity of their present boxes is 
enough. 


Market Data 


Now let us gallop through the sur- 
vey and find out what the war has done 
to Pittsburgh. In the first place, 46.9 
percent of all families live in houses. 
Only 12.4 percent live in row houses 
and more families (21.7 percent) live 
in duplex or double houses than live in 
apartments (19 percent). Pittsburgh 
hasn’t had a rush of migration on ac- 
count of war work. It was revealed 
that 67.2 percent of the families were 
living in the spot they occupied previ- 
ous to 1940. This is as true of the 
low economic group as the highest. 
Being a community of second and third 
generation foreign born as well as 
many first generations, it was discov- 
ered that Pittsburgh had a lot of big 
families. Only 21.5 percent consisted 
of husband and wife alone. Some 26.5 
percent of the families had three mem- 
bers, 21.2 had four, and 13.1 percent, 
five, and 14.6 six or more. Again, the 
upper “clawses” were almost as good 
propogating their kind as the lowest 
wage level group. Today the average 
income in Pittsburgh is $47.65 per week 
for the chief wage earner, and there 
are more people making $40 to $59.99 a 
week than any other group. Surpris- 
ingly enough, in the highest economic 
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director of sales, discovered Pittsburgh had to be sold 
on frozen food before home freezers 


can come. 


quarters there are families with in- 
comes of less than $10 a week, retired 
couples who are living on pensions or 
insurance and the like. Some 49 per- 
cent of Pittsburgh families own their 
own homes, incidentally. Of those who 
rent, the average monthly rental is $33, 
and the average value of a home is 
$5,800. In the highest quarter the av- 
erage rent is $54 a month with a value 
of homes around $8,300. The lowest 
quarter pays rent of about $22 a month. 

Neatly knocked in the head is much 
of the postwar housing pipe dreams, at 
least in Pittsburgh. Fully 71.6 percent 
of Pittsburgh families don’t plan to 
build or buy after the war. Only 21.7 
percent plan to build either a new home 
or buy one. 

Of those that are going to buy or 
build, only 5.8 percent said they were 
going to do so within a year, and 14.7 
don’t know when. 


Major Appliances 


An amazing saturation on electric 
ironers was revealed in Pittsburgh, 
some 19.8 percent owning them. In a 
separate story ELECTRICAL MERCHAN- 
DISING tells how this saturation was ob- 
tained. Fully 80.7 percent of the town 
owned wringer type washers, 1.6 auto- 
matic washers, 5.7 spinner type wash- 
ers, 76.4 percent electric refrigerators, 
8.4 percent gas refrigerators, and 79.5 
percent vacuum cleaners. The sewing 
machine stood up very high with 22.2 
percent of the housewives claiming 
ownership. 

This ownership carried down very 
well into the lowest economic level 
with more owners of washing machines 





GEORGE A. GARDNER 
manager residential sales, recognized the value of a local 
survey as a basis for future planning. 


from this group than in the highest or 
top drawer neighborhood. 

Duquesne Light went by people’s 
own definitions on whether or not 
their appliances were in satisfactory 
operating condition. It appeared that 
11.6 percent of the spinner type wash- 
ers were not in satisfactory operating 
condition, that 10 percent of the 
wringer type washers were on the bum, 
9.7 percent of the vacuum cleaners, 8.7 
percent of the automatic washers, 8.8 
percent of the ranges (gas and elec- 
tric), 5.9 percent of electric ironers, 
and 4.2 percent of the refrigerators. 
Only 3.6 percent of the sewing ma- 
chines—the country’s oldest appliance 
—were in unsatisfactory condition. 

In refrigeration, fully 81.2 percetit 
having refrigerators own them in- 
stead of using one that belonged to a 
landlord. In the lowest economic group, 
62.6 percent of the families owned elec- 
tric refrigerators, with a market of 30 
percent waiting to be sold. 

In the Pittsburgh area 8.4 percent 
of the refrigerator saturation consists 
of gas refrigerators. Sears Roebuck & 
Co. has about 9.9 percent, and sold the 
most boxes to the low middle class, 
getting about 11.4 percent of their busi- 
ness. Sears has not sold the lowest in- 
come group nearly as well: as other 
brands. 

Some 64 percent of the mechanical 
refrigerators in Pittsburgh were 
bought more than five years ago, with 
36 percent being purchased within the 
last five years. Of these owners, 84 
percent are enjoying their first pur- 
chase. In the highest economic group 
25 percent have bought mechanical re- 
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QUESTION: 
ANY 


DO YOU INTEND TO REMODEL YOUR KITCHEN IN 
or 


THESE WAYS AFTER THE WAR IS OVER? 









































Tora. ECONOMIC QUARTERS 

DETALLATIONS SY HOME OWNERS Bean HIGHEST HIGH @MOOLE LOW MIDDLE LOWEST 
New Sink 12.8% 15.7% 9.1% 13.3% 13.4% 
New Cabinets 12.3% 16.7% 9.1% 10.3% 13.1% 
Fluorescent Lighting 48% 8.2% 3.7% 3.8% 2.2% 
Exhaust Fan 2.5% 5.9% 1.6% 11¢ 4g 
Electric Garbage Disposal 1.5% 3.8% 7% 8% AS 
Electric Dishwasher 5% 9% 5% 3% 4g 
Ne iastalletions 90.2% 74.6% 85.3% 81.0% 79.9% 

© Aahed of Mame Owners wnty, 


PERCENT OF FAMILIES OWNING EACH MAJOR APPLIANCE 















































emu Total ECONOMIC QUARTERS 

vencent wanEsT HIGH MIOOLE LOW MEDDLE Lowest 
Gas Range 9.4% 96.3% 96.2% 91.8% 76.9% 
Electric Range 1% 2.1% AS 1% 3% 
Wringer Type Washer 80.7% 75.2% 83.0% 86.0% 78.2% 
Spinner Type Washer 5.7% 10.7% 6.3% 2.7% 3.2% 
Automatic Washer 1.6% 3.6% 1.8% 6% 3% 
Electric Refrigerator 76.4% 87.7% 80.9% 74.0% 62.6% 
Gas Refrigerator 8.4% 8.0% 9.9% 7.9% 7.8% 
Vacuum Cleaner 79.5% 93.6% — 89.0% 76.5% 58.1% 
Electric Sewing Machine 22.2% UsBs 26.3% 16.5% 11.9% 
Electric lroner 19.8% 4.0% 23.9% 13.4% 7.5% 








AGE OF MECHANICAL REFRIGERATORS 


ALL FAMILIES 








BOUGHT 
WITHIN THE 
LAST 5 YEARS 








es BOUGHT 
OVER 6 YEARS 
AGO 
=~ 4 % 
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ECONOMIC QUARTERS 
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Question: If you were buying a new Refrigerator, would you buy one that would hold mere, the same 
amount or less food? 


LARGER 
REFRIGERATOR 








SAME SIZE 
REFRIGERATOR 


14% 








SMALLER 
5% REFRIGERATOR 
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frigerators before. Fully 91 percent 
bought new refrigerators at the time 
of purchase, 9 percent bought a used 
one. 

At the time purchase was made those 
owning old refrigerators disposed of 
them as follows: 45 percent traded in 
on the new refrigerator; 34 percent 
sold as usable; 5 percent kept and us- 
ing; 4 percent kept for emergency; 9 
percent disposed of as junk. 

In the future, about 74 percent of 
Pittsburgh owners feel they want the 
same size refrigerator as in the past, 
while 21 percent want a larger one. 
Surprising as this may be, 5 percent 
want a smaller box. In the lowest 
economic group the greatest satisfac- 
tion exists, with 80 percent satisfied 
with things as they are. 

Only 22.3 percent of all families 
owning mechanical refrigeration had 
any suggestion to make, and they were 
more or trivial. The greatest 
number, 6 percent, said they needed 
more bottle space, and the next group, 
3.4 percent, wanted a larger vegetable 
pan. . 

In the home freezer field, fully 81.8 
percent said they did not intend to buy 
and only 9.2 percent declared they 
were going to buy when available. 
Knowledge of the home freezer seems 
penetrated all classes with 
group expressing an opinion, 
although only 4.9 percent of the lowest 
economic group said they wanted to 
own a home freezer. 


less 


to have 


each 


Cooking Appliances 


Although only .7 percent of Pitts- 
burgh families own an electric range, 
fully 5.8 percent of the home owners 
reporting said that they would like to 
buy one which is a great tribute to the 
influence of national advertising on the 
Pittsburgh market. 

Should electric ranges enter the 
Pittsburgh market, they will find that 
55.6 percent of the gas heating models 
were bought in 1937 or previously. 


Some 22 percent of the old gas rang 
are non-automatic and non-insulay 
while 52 percent have automatic ov 
control and insulation. 


Washing Machines 


The washer statistics pay tributes 
the hard-hitting sales organizatig 
The brand with the greatest saturatia 
17.8 percent, has sold 20.4 percent d 
its output to the lowest economic level 
Sears Roebuck has sold 4.9 percent of 
Pittsburgh’s washers, and other tha 
this the market is rather widely sed 
tered. Only 1.6 percent of all Pitt 
burgh’s families own automatic wa 
ing machines. 


Vacuum Cleaners 








Again in the vacuum cleaner fel 
credit must be given to the organiz 
tion which has the best outside sellin 
crew in the town. This brand has gq 
38.8 percent of the city’s saturatie 
and has obtained 26.5 percent of th 
business of the lowest economic grow 
and 47.6 percent of the highest e 
nomic group. 


Sewing Machines 


Asked what major appliance th 
would buy if they were being manuiat 
tured some 19.9 percent of Pittsburg 
families declared that they wanted: 
electric sewing machine. This i 
tribute to the sewing machine as 4 
appliance and a good job has been do 
in Pittsburgh. Singer has done 
percent of the total volume, and Sea 
Roebuck ranks third with 8.5 percel 
All economic classes like sewing ™ 
chines, and the service problem is ™ 
of the lowest of any appliance sold. 

Greatest preference in this area 
for the washer as might be expect 
with the refrigerator coming 14 
More poor families want washers 
any other group. The desire for 
vacuum cleaner was expressed by 21 
percent of the population, and ! 
want an ironer. 
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The Kitchen Situation 

More families want a new sink in 
their kitchen than any other type of 
fixture. Of Pittsburgh’s total homes, 
12.8 percent express a wish for a new 
sink, and even the lowest class eco- 
nomically give a 13.4 percent vote for 
oné. New cabinets are desired by 12.3 
percent of the families and this wish 
also spread throughout all classes. 
Fluorescent lighting has a long way 
to go for acceptance, as 4.8 percent of 
Pittsburgh homes want it. Some 2.5 
percent want exhaust fans with the 
lowest economic group having no wish 
at all for one. Electric garbage dis- 
posal is desired by 1.5 percent of the 
population, and an electric dishwasher 
is wanted by .5 percent. Some 80.2 
percent of the families interviewed de- 
clared they had no desire for any new 
installations whatsoever. These ques- 
tions were asked of home owners only, 
it being felt that renters didn’t count 
regardless of their preferences. 





The survey covered preferences as 
to the type of retail outlet the family 
was going to trade with after the war, 
but this data is not reproduced here, 
as the change in propositions and 
setup is likely to affect the picture. 
Small firms selling appliances without 
any facilities for giving service are 
apparently frowned upon by Pitts- 
burghers. Just how much of a bad 
taste chiseling and discount selling 
have left, is not known. But it is evi- 
dent that Pittsburgh families prefer 
to deal with firms that are reliable and 
can back up the merchandise. 

Summing up, the Pittsburgh survey 
puts in a plug for the dealer who has 
a selling organization and a service 
department. It reveals that on any- 
thing new the usual pioneering period 
has to be gone through. As a market, 
Pittsburgh doesn’t expect to change 
very much after the war is over, but 
will be waiting for anyone who has a 
good proposition. 


Radio Record Player 
First Choice in Pittshurgh 


[\ the radio checkup in Pittsburgh 
it was revealed that the distribut- 
ing firm of C. R. Rogers Company 
had probably played the most decisive 
tole-in shaping the Smoky City’s lis- 
tening habits. 
Already mariufacturers have been 
told the preferences and tastes un- 
earthed, and it no doubt will be a guide 
to them in their future manufacturing. 
But because such data will also be a 
great aid to dealers in stocking profit- 
able sellers—and Pittsburgh’s tastes 
are probably fairly general—ELEctrI- 
CAL MERCHANDISING presents the data 
which was discovered on radio. 





What Radios Are Wanted 


Often over a cup of coffee, the re- 
searchers found that 43.4 percent of all 
families want to buy a radio-record 
player. 37 percent want a console. Only 
64 desire a combination table model. 
It was found that 9.6 percent of the 
customers will want a straight console 
when the war is over and 8.2 asked 
for a straight table model. Portables 
and pocket models haven’t made much 
of a dent on desires, only 2.5 percent 
asking for them (.1 percent for pocket 
models). About 36.3 percent of the 
families do not expect to buy any new 
radios. 

Looking at it from the standpoint of 
different economic groups—and the 
city was arbitrarily divided into four— 





it will be found that low income people 
were even more keen about radio rec- 
ord players than their better heeled 
brothers. Some 47.8 percent of the 
lowest income group want radio record 
players against 41.7 percent of the 
highest income group. All the way 
down the economic ladder approxi- 
mately the same tastes obtain. 

Wood is the preferred material for 
table radio cabinets, some 53.3 percent 
asking for it. Only 15.2 percent asked 
for plastic, 4.2 percent for metal. It 
has often been said that the average 
American likes to buy things on time 
and this is borne out in this radio sur- 
vey. Of all families, 53.5 percent 
would buy on deferred payments. Even 
36.5 percent of the highest income 
group expected to do this against 68.4 
percent of the lowest group. 

After sharpening a pencil and run- 
ning out extensions of these desires, it 
was found that 179,600 families in 
Pittsburgh—282,000 families live there 
—wanted radio and 404,500 radios will 
probably be sold in the eight-county 
group around Pittsburgh, which con- 
stitutes 635,000 families. Thus it was 
figured there will be a market for con- 
sole radio phonographs of 104,300 in 
Pittsburgh proper, or 235,000 in the 
Pittsburgh market area. 

Folks talk freely about the radios 
they own. Thus it was found that 47 
percent of all families own only one 
radio; 37 percent owned two; 10 per- 
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Only 14% of all families own a Home Freezer. 

















DON’T KNOW 
8.5% 
8.7% 
DO NOT 
INTEND 
To BUY 
73.8% 














ECONOMIC QU. 


81.4% 











pres ES 


7.7% 
9.0% 








87.3% 
























































werent rua s vuane A020 THAN § YEARS AGO 
Console ehtnetniiniiaess 76.2% 24.8% 
Console Straight Radio 28.5% 1.6% 
Table Radio-Phonograph 82.7% 17.3% 
Table Straight Radio “1.5% 68.5% 
Portable (Batteries) 67.9% 32.1% 
Console and Table Radio-Phonograph TT.4% 22.6% 
Console and Table Straight Radio BAK 63.9% 
All Console Radios 38.8% 61.2% 
All Table Radios 44.71% 56.3% 
TOTAL ALL TYPES 42.0% 58.0% 











* POCKET SET DATA NOT TABULATED. 


FUTURE RADIO SET MARKET 


Question: When Radios are again available which model, if any, will you probably buy? 









































ek a ee “woeionna etre ier 
: (292,000 FAMILIES) (625,000 FAMILIES) 
Console Radio-Phonograph 37.0% 104,300 235,000 
Console Straight Radio 9.6% 27,100 61,000 
Table Radio-Phonograph 6.4% 18,100 40,600 
Table Straight Radio 8.2% 23,100 52,100 
Portable (Batteries) 2.4% 6,800 15,200 
Pocket Set 1% 300 600 
Console & Table Radio-Phonograph BAS 122,400 275,600 
Console & Table Straight Radio 17.8% 50,200 113,000 
All Console Radios 46.6% 131,400 295,900 
All Table Radios 14.6% 41,200 92,700 
TOTAL ALL TYPES 63.7% 179,600 404,500 
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cent, three; and 5 percent owned four 
or more. It was found that 33.9 per- 
cent owned straight radio consoles, 
8.1 percent owned console radio-record 
players; 3.6 percent possessed table 
radio, and 50.9 percent had straight 
table radios on their premises. Onj 
portable radios there was only a satur- 
ation of 3.4 percent. It was discovered 
that 67 percent of all families owned 
console type radios, while 72 percent 
owned table models. 


Of all the radios, it was found that 
82.7 percent were in satisfactory oper- 
ating condition against 17.3 percent in 
unsatisfactory shape. In every case 
the owner’s word as to what constituted 
satisfactory condition was accepted. Of 
the table sets, 84.7 percent were in 
satisfactory condition against 15.3 per- 
cent in bad shape. On consoles 80.4 
percent were considered satisfactory by 
their owners against 19.6 percent in 
unsatisfactory shape. This is probably 


due to the war and scarcity of radio 
repair help. It is easy to take a table 
set into a dealer’s for repairs while it 
is awkward to get repairs on a console 
at this time. 

As manufacturers suspected, more 
straight consoles were oldtimers than 
any other models. Some 71.5 percent 
were bought more than five years ago 
against 58.5 percent of the table models. 
In fact, 58 percent of all radios in Pitts- 
burgh are more than five-years-old. 











It may be surprising, but 10 percen 
of the table straight radios were bough; 
used, and 9.5 percent of the consok 
straight radios were second-hand. Qj 
all types of radio fully 8.9 percent wer 
second hand when their owners pur. 
chased them. 

Pittsburgh bears out the manufac. 
turers who think that a record chang. 
ing radio has the greatest sales possi- 
bilities of them all after the war 
ended and manufacturing is resumed. 


Introducing The Man Who Made 
Pittsburgh Ironer-Conscious 


I I’ YOU look at the statistics which 
fairly bristle in the January issue 
of ELEcTRICAL MERCHANDISING, you 
will discover that the ironer saturation 
of the United States is 6.92 percent. 

In Pittsburgh, which could scarcely 
be called the creme de la creme area 
of the country, the saturation is 19.8 
percent. Moreover, some 15.9 percent 
of those not owning at the 
present moment that these 
were the appliances they would buy 
first after the war when manufacture 
resumed. All the way down 
through the four economic levels this 
desire penetrated with 14.2 percent of 
the lowest income group stating iron- 
ers to be their wish. That means 
a coming sales volume of 44,800 in the 
Pittsburgh proper zones of 282,000 
families or a market for about 101,000 
ironers in the eight county area sur- 
rounding Pittsburgh which contains 
635,000 families. 

Moreover, most of these ironers are 
in pretty fair operating shape, only 
5.9 percent reported in bad condition. 


ironers 
declared 


was 


Hamburg's Contribution 


Credit for doing the most of this 
belongs to Elmer A. Hamburg of Ham- 
burg Brothers, Pittsburgh distributors, 
and we pause while he steps up and 
takes a bow. 

Mr. Hamburg has pushed the brand 
which he distributes up to 21.6 percent 
of the total ironer sales. 

“We early saw that distributing 
electrical appliances is somewhat dif- 
ferent than wholesaling groceries. You 
can’t merely warehouse stuff and wait 
until they take it away from you. A 
real distributor has to keep an edu- 
cational job running, has to get out 
and pitch,” said Mr. Hamburg. “I saw 
that a lot of modest income housewives 
were interested in ironers, but not 
enough to pay a high price for a de- 
vice they might not like. When an 
ironer came on the market at a price 
that was a happy medium of $49 
(Thor), it was something we felt a 
women would take a gamble on. Of 
course we knew it worked, but the 





Gener A. Hamburg takes a bow for pushing Pittsburgh's ironer saturation so far ahead. 
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housewife wasn’t convinced, and 
wouldn’t go out on a limb to find out. 
Our idea was to put our ironer in the 
hands of 500 dealers within 100 miles 
of Pittsburgh. 

“We made a deal that an electrical 
man couldn’t resist. Our proposition 
was to put six ironers on the dealer’s 
floor. We offered to send out a girl 
to demonstrate, or a man to go out 
with the dealer if he didn’t feel he could 
put them over. In effect, we guaran- 
teed to sell all six of those ironers for 
him or take them off his hands. That 
took the gamble out of the proposition 
for him. 

“Now, with six machines on the 
floor a dealer has a very respectable 
showing. He has enough money tied 
up in them to take an interest in them 
and get busy on them. We got him 
into schools, we got out and worked 
with him, and the first thing he knew 
he was selling ironers. That is about 
all there is to the story.” 

Elmer Hamburg spends a lot of time 
with about 100 small dealers. The big 


fellows he feels can take care of them. 
selves, but the little one-horse organi- 
zation he likes to nurse along and get 
opinions from. 


How Hamburg Functions 


The Hamburg organization, he says, 
does a number of things that a great 
many appliance distributors do not do. 

1. It functions as more than a ware. 
house. ‘ 

2. The Hamburg organization helps 
dealers with their advertising and has 
a sales promotion department they can 
call on. 

3. Hamburg has enough manpower 
that the firm can help dealers sell ani 
is perfectly willing to send in assig- 
ance to show them how. 

4. The firm has its own finance con- 
pany and spends time setting up ded- 
ers so that they keep records properly. 

5. The Hamburg firm is broken » 
into five divisions, radio, refrigeration, 
stoves, records, washers and electrical 
equipment. The idea is to have some- 
thing hot for each season of thie year. 


FUTURE MAJOR APPLIANCE MARKET 


















































Electric Refrigerator 20.0% 56,400 127,000 
Gas Refrigerator 3.5% 9,900 22,000 
Vacuum Cleaner 21.7% 61,200 137,800 
Electric Sewing Machine 19.9% 56,100 126,400 
Electric Range 5.8% 16,400 36,800 
Gas Range 12.2% 34,400 77,500 
Electric Ironer 15.9% 44,800 101,000 
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Food Mixer Revealed as Outstanding 


COUNT of the noses in the re- 
A cent appliance survey conducted 
by the Duquesne Light Company 
showed that 33.6 percent of the town’s 
families owned mixers. The owner- 
ship goes right down through the four 
economic levels too, with 21.4 percent 
of the lowest income group possessing 
them against 47.8 percent of the high- 
est economic group. They are in pretty 
gool operating shape, too, with only 
47 percent of them on the bum. 

More than that, fully 24.3 percent 
of the homes that didn’t own mixers 
said that they would be the first small 
appliance they would buy when again 
manufactured. In popularity, the food 
mixer led all other small appliances, 
and there apparently is a market for 
154,300 in that territory when the war 
is over. Possibly the best explana- 
tion of how this has all come about can 
be discovered by interviewing Mary 
Jane Boyd, 21. Mary Jane’s mamma 
is German and her poppa is Irish. A 
few months ago she became secretary 
to Mrs. Ann Sutter, diréetor of home 
economics of the Duquesne Light Com- 
pany. Up to then she expected to get 
married -sqme day but never thought 
of buying 4, food mixer. 


Mary Jane's Testimony 


“T had to listen to Mrs. Sutter give 
talks,” Mary Ann told ELectricaL 
MERCHANDISING, “and I noticed how 
she made the food mixer the center of 
everything. Why, even the recipes 
were set up to work with mixers. Mrs. 
Sutter would dump things in the mixer 


In Popularity in Pittsburgh 


and go on with something else, and it 
apparent to everyone that you 
could do two jobs at once if you had a 
mixer around the place and it saved 
you a lot of work. My mother thought 
they were silly, but after visiting me 
down here a time or two she is willing 
to have me get a mixer for her the 
first thing after the war and IT want one 
more than anything else I have seen. I 
think what convinced me was the time 
that Mrs. Sutter let us girls do some 
cooking in the kitchen and I got to use 
one myself with her recipe.” 

Just why the Duquesne Light 
Company permits Mrs. Ann Sutter to 
put on such strong demonstrations of 
mixers when they consume so little cur- 
rent, can only be answered by the 
statement that anything which interests 
women in their kitchen in the use of 
appliances in the home is a good thing. 

Tn the small appliance field it was 
found that 44.5 percent of Pittsburgh- 
ers owned a non-automatic toaster or 
31.4 percent owned an automatic type. 
Some 60 percét are possessors of I. 
E. S. floor type Yamns and 13.1 percent 
own table type TI. E. S. lamps. The 
town is saturated, 61:5 percent, with 
electric clocks and 24.5 percent with 
percolators. The electric vacuum cof- 
fee maker has gained onlv 12.7 per- 
cent acceptance as yet. The roaster 
has a saturation of 11.5 percent. 


was 


Onerating Condition 


Thanks to some remarkable repair 
facilities in Pittsburgh, only 9.5 per- 
cent of the vacuum coffee makers are 


FUTURE SMALL APPLIANCE MARKET 


Question: If all these smal! Appliances were being manufactured now, which would you buy? 
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24.3% 68,500 164,300 
Electric Toaster 24.0% 67,700 152,400 
1.E.S. Type Floor Lamp 20.2% 67,000 128,300 
Electric Roaster 20.0% 66,400 127,000 
Electric Clock 141% 31,300 70,500 
1.E.S. Type Table Lamp N1A¢ 31,300 70,500 
Electric Percolator or Coffee Maker 10.3% 29,000 65,400 
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in unsatisfactory operating condition. 
Of percolators 7.3 are not in good 


shape and of non-automatic toasters. 


10.2 percent. Automatic toasters 
stand high in Pittsburgh, with only 
4.3 percent out of whack. Of 


electric clocks, 5.8 percent are un- 
satisfactory, 2.6 of the roasters are 
not in working condition, 2 percent 
of the I.E.S. floor lamps and 1.1 per- 
cent of the I.E.S. table lamps are out 
of kilter. 

It was reported that 24 percent of 


the town wanted electric toasters as 
soon as obtainable, making a market of 
67,700 units. The I. E. S. floor type 
lamp has a 20.2 percent market waiting 
for it, or 57,000 customers in Pitts- 
burgh. These same customers are 
ready to buy 56,400 roasters (20 per- 
cent), and 31,300 electric clocks. Elec- 
tric percolators or coffee makers were 
wanted by 10.3 percent of the people 
called on, making a market of 29,000 
in the A B C Pittsburgh area, which 
consists of 282,000 families. 





Mrs. Ann Sutter, home service director, Duquesne Light Co., fits an electric mixer into her 
recipes as naturally as cream and sugar. 


PERCENT OF FAMILIES OWNING EACH SMALL APPLIANCE 


















































TOTAL 

Non-Automatic Toaster 45% 37.7% 49.0% 48.1% 42.71% 
Automatic Toaster NAG 53.1% 31.5% 24.5% 16.0% 
1.E.S. Type Floor Lamp 60.0% 72.8% 65.4% 56.7% 6.6% 
1.E.S. Type Table Lamp 13.1% 21.9% 14.6% 9.2% 6.6% 
Electric Clocks 61.5% 79.0% 67.1% 56.3% =| 
Electric Percolator 24.5% 6.3% 28.4% 20.6% | 
Electric Vacuum Coffee Maker 12.7% 21.9% 12.6% 9.5% voad 
Electric Food Mixer 33.6% 47.8% 40.2% 25.5% asl 
Electric Roaster 11.5% 19.3% 1.1% S75 coal 
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Getting Into Coa 














ABOVE 


Chicago, set up a heating department and went at stokers 
right. Result, volume business. 


Television Radio Co., 


RIGHT 


A stoker is a piece of machinery, and people buy heating equipment seriously. 
You've got to know your subject to sell. Mrs. Katherine Wilson of Television Radio 
demonstrating. 


BELOW 


There's not the cut throat competition in the stoker business. 
reaches far out for its sales. 


Television Radio 
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Some advice by experts on setting 


up a heating department and 


cashing in on the lively market that 


exists now in automatic heating 





EN DAVIDSON sat like a Bud- 

dha in his chrome chair. Below 

the neon lights of the Sampson 
distributing firm were reflected on Chi- 
cago’s South Michigan Avenue. 

“It’s this way with the stoker busi- 
he said. “A fellow calls up Pete 
Sampson and says he wants a twelfth 
of a dozen stokers. Can’t have them, 
Pete replies. Why not, ain’t I a pretty 


ness,” 


good Norge refrigerator dealer for 
you? Yes, admits Pete. Then for 
chrisake why don’t you’ give me a 


stoker to take care of a friend of mine? 


“Pete Sampson stiffins up in his 
chair. 
‘*Look,’ he says, ‘A stoker isn’t 


something you can plug into an outlet 
and run. If you get your friend a 
stoker he is going to be running to us 
for installation and service, and that 
will be just another headache for us. 
“*The stoker business, Joe,” goes on 
Pete, “is like swimming. You either 
get into the water or you don’t. You 
either can set up as a stoker dealer, 
carry enough stock, have a heating de- 
partment, learn to measure up, install 
and service, 
have nothing to do with stokers.’” 


Watch the Details 


Ben Davidson, 





or you are better off to 


who heads up the 
stoker division of the Sampson Elec- 
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NEWS NOTE—The stoker industry is now producing a 
limited number of class B machines—less than 61 Ibs. of 
coal per hour—according to Mark G. Bluth, executive sec- 
retary of the Stoker Manufacturers’ Association. The quota 
of 37,500 is not expected to be reached before Jan. 1. 
’ Distribution is in hands of manufacturers. 
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tor, declares that the headache his 
frm has comes from dealers who are 
soppy in these details. When an 
order comes in that omits data on kind 
and size of furnace, amount of radia- 
tion in the house, and guesses at the 
type of stoker required, he is fit to be 


“The first thing a retailer who wants 
to sell stokers has to do is set up a 
heating department and get some one 
who knows the fundamentals of the 
business. Take our top competition in 
Chicago—it has a stable of a dozen or 
¢ salesman who are really experts. 
One of these men calls on the prospect, 
measures up the place, checks every- 
thing, and makes a recommendation. 
‘You need a pit 8 inches deep for your 
soker,’ he tells him, ‘It will help pre- 
vent the tuyeres from burning out. I 
know this pit will cost more, but if 
you don’t get it, I would advise you to 
continue hand firing.’ 

“Next into the picture comes a goofy 
dealer. He doesn’t bother to measure 
upthe place. A 150-Ib. stoker is about 
what you need, he guesses. ‘Should I 
have a pit?’ asks the prospect. ‘Oh, 
[don’t think so,’ replies the dealer. 
Til read up on that when I get back 
to the store.’ ” 

That dealer, said Ben Davidson, has 
impressed the customer that he doesn’t 
know his business and he loses the 
ale. A stoker is a piece of machinery, 
ad has no glamor puss about it. The 
customer regards heating very seri- 
ously and doesn’t like to take chances. 
The salesnian who has the best piece of 
machinery for the job, and who knows 
itso well he can make the prospect 
believe in him, gets the order. 


One Dealer's Experience 


John Di Valerio of Television Radio 
Company, 5617 Belmont, Chicago, was 
adealer who asked Pete Sampson for 
astoker for a friend. When told 
vhat he had to do to get them. John 
*tup a heating department. Today 
tis firm is moving around 150 stokers 
ayear, and takes on commercial jobs as 
vel as domestic. Moreover, Tele- 
vision Radio has repeatedly been up 
against Chicago’s toughest competition 
ad won out. The firm is Ben David- 
on’s exhibit one, and ranks with Borg, 
Ine., of 7359 South Ashland, and Lake 
Shore Radio Company, 3204 N. Broad- 
Way, which W. T. Winter of Consoli- 
fated Industries feels does an equally 
g00d job. 

Now comes up the question: Why 
should a dealer be interested in selling 
Stokers at all? 

Answer No. 1 to that is economic. 

¢ stoker is a bread and butter item. 
People have to have heat in their 
tomes. Automatic coal heat gives 





them the luxury of comfort of warmth 
early in the morning and freedom from 
constant tending which hand fired 
stoves and furnaces require. But, says 
the dealer, won’t people go whole hog 
and buy an oil burner or a gas furnace? 

The answer, say the stoker indus- 
try, is no. Families have had a lot of 
kicking around during the war with’ 
oil shortages; there is a lot of public- 
ity abroad to the effect that the U. S. 
has shot its wad in oil production and 
that foreign oil will be expensive in the 
future. Gas is a luxury product, as 
everyone knows. So the stoker is in 
a good position. In families where 
wives work it is a godsend, like other 
automatic machinery. 


Has Public Acceptance 


Further favoring it is that fact that 
the stoker, in the last five years, has 
won general public acceptance. With 
the war over it is certain that it is 
going to have an avalanche of public- 
ity behind it. The coal industry real- 
izes that the railroads, which use 22 
per cent of their coal, are turning to 
oil burning engines. Utilities which 
have had a great increase in the use 
of energy during the war will fight to 
hold this business and stokers are im- 
portant as a domestic item to them. 
The great industrial use of coal is cer- 
tain to taper off and the domestic 
market is the best prospect the coal 
barons have. So, in addition to present 
acceptance, there is likelihood of pub- 
licity campaigns in favor of stokers. 
Even at this writing, the stoker asso- 
ciation is contemplating an automatic 
coal heat advertising campaign. 

“What about these million new 
homes per year?” asks the dealer. 
“Won't they be putting gas furnaces 
in, instead of higher cost stokers ?” 

Mark G. Bluth, secretary, of the 
Stoker Manufacturers Association de- 
clares flatly that stoker manufacturers 
won't sell 3 per cent of the new home 
business. But he isn’t so optimistic 
about those million new homes per 
year being built. There are 20 million 
homes in the U. S. that are stove 
heated. That’s a lovely market for 
anyone to contemplate, he says. 

Most stoker sales are for units that 
will be hooked up with old furnaces. 
It is felt that not more than 7 percent 
of them will be bin feeders, costing the 
customer from $50 to $75 extra. While 
ash removers have been on the market 
—Pocohontas Coal has one—for fifteen 
years, these will also be a luxury. 


Mail Order Competition 
Next thing a dealer weighing up the 
situation will ask is: “How about the 
mail order competition—won’t it be 
biting the seat out of my pants?” 
(Please turn to next page) 
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Stoker Selling 








A QUICK LOOK AT THE 
STOKER BUSINESS 


In the coming after-the-war brawl for business, it looks 
in many ways as if destiny had the automatic coal stoker 
by the hand, and was leading it to bigger and better 
things: 


1. ..A bread and butter item. People must have heat and 
automatic coal heat is cheaper than oil or gas. Furthermore 
the stoker has come into general acceptance during the 
past five years. 


2. Certain to get great publicity. The coal barons see 
their industrial load slipping, the railroads turning to oil 
burning locomotives, once the war ends. Homes offer a 
sure market, but coal must battle with oil and gas. An 
automatic coal heat campaign is now being contemplated. 


3. Utilities are interested. The Utah Power & Light and 
the Kansas City Power & Light Companies have success- 
fully pushed stokers. This trend will spread, especially 
where utilities are straight electric and face gas heating 
competition. 


4, The 20 million U.S. stove-heated homes offer an im- 
mediate market; the new homes likely to be built do not. 


5. With acceptance over the hump, the trend seems to 
be away from branch operations to dealer set-ups. Dealers 
who do the job right do not have the competition that pre- 
vails wtih many other electric appliances. 


6. Because the public takes its house heating very seri- 
ously, the dealer who will take the trouble to make him- 
self an expert, and put in satisfactory installations, is not 
subject to the price cutting competition met with many items. 


7. Stokers offer a repeat profit possibility in the summer 
clean-up field. Fully 25 per cent of the owners will pay 
$7 to $12 for a clean-up and check of their stokers, which 
guarantees a good profit from past installations. 


8. But — say all manufacturers — don’t fool with stokers 
if you are unwilling to set up a heating department, send 
a man to school, learn to make proper installations, and 
patiently take care of service. A stoker isn't a plug-in 
device, and the fellow who thinks it is, gets a headache if 
he tries it the wrong way. 
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Here's the heart of the lron Fireman service dept. in Chicago, which takes care of 
25,000 stokers. W. Rees, manager, service, says that sometimes 500 calls a month 
come in in cold weather. 











As to mail order chain competition, says 
F. H. Herndon, Link Belt Co., the dealer and 
distributor with a compact territory, giving 
better service, can outsell and outsatisfy. 


The answer is: It depends on how 
hot you are yourself. In Detroit 
IE.LECTRICAL MERCHANDISING was told, 
James & Roach sold about 2,000 stok- 
ers against 3,000 by some very hot mail 
order chain competition. This same 
mail order chain was reputed weak in 
St. Louis and strong in Milwaukee. 

Again it maybe repeated that heating 
is a serious business and a home owner 
(loesn’t want to take chances. If he 
believes you are expert and depend- 
able, the price is not the chief consid- 
eration. F. H. Herndon, general man- 
ager of Link Belt Company pointed out 
a case of where a mail order chain told 
an owner of one of their stokers having 
trouble “that a service man would be 
around in two or three weeks.” Ima- 
gine that in the dead of winter! 

“Brand manufacturers,” he declared, 
“go in for compact distribution—plan 
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to sell stokers where they can be serv- 
iced. This makes for satisfaction.” 
Because the stoker is only one item in 
the mail order chain, it is sold in many 
places where no repair service is avail- 
able. More than anything else, a cus- 
tomer is buying satisfaction when he 
purchases a stoker. 

Permit Mr. Herndon to continue: 
“The public likes an item that is pro- 
duced by a firm which will stay in 
business, and has had experience. We 
want our distributors to have a com- 
pact area. We want dealers who can 
reach out and help their customers and 
bird dogs.” The whole idea is not 
only to sell a stoker but to see that it 
delivers the goods after it is sold.” 


What Dealers Must Do 


Now for a review of what a dealer 
has to do after he has taken a plunge 
and become a stoker dealer, with a rep- 
resentative stock on his floor. 

1. He must send a man, or go him- 
self, to the factory or a good distribu- 
tor school, to learn the different kinds 
of furnaces, how to measure up, and 
get a thorough grasp of the brand he is 
going to sell and install. 

2. He gets his first leads through 
advertising in the paper, through di- 
rect mail, through the display in his 
store, by calling up his old customers. 
The local coal man, who is going to 
benefit, will often turn over names of 
people asking questions about stokers 
if the coal yard isn’t selling stokers 
itself (and it usually does a very bad 
job). It is usually no secret as to 
fuels used by various homes as you 
can see them being delivered. Door 
bell ringing will yield results or leads. 

Once a dealer gets 50 stokers in- 
stalled in a neighborhood, he has an 
investment which will keep him, pro- 
vided he has done a good job. Stokers, 
more than anything else, are sold by 
word of mouth recommendation. 

3. A professional job of surveying 
and selling must be done. Any sloppi- 





Be sure to make a call back after each installation, says C. V. Matthews of Winkler [f° 
Stoker, Chicago, and show the family how to operate controls. It will save a nuisance 
service call every time. 


ness or guessing is likely to bounce 
back with a vengeance. A Chicago 
stoker dealer recently found himself in 
trouble when a fire followed his in- 
stallation. The owners claimed they 
had not been given proper instruction 
as to operation, and charred rafters 
nade it look as if the electrical work 
were at fault. 

4. After each installation, there 
should be a session with husband and 
wite, to see that each understands the 
controls. Says C. V. Matthews of 





A stoker isn't a plug in appliance, says Ben 
Davidson of Sampson Electric, and you 
can't sell it in 1/12 doz. lots. 


Winkler, “There is always one nuis- 
ance service call from the owner, who 
cannot resist twiddling with the con- 
trols and getting the plant out of line. 
If a dealer will go and show the family 
how to operate them, he will eliminate 
this and build good will.” 

5. Finally, there is a maintenance 
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job to be done, and this is a goog 
that lays a golden egg. In Chicago an/ 
other large cities, dealers frequently 
sublet installation and service, and i 
so doing they are missing the boat in 
a very large way. them keep 

If you want to know what we meas, directories. 
consider the case of Jimmy Shannon, inthe field 
Memphis electrical dealer, who half, 4 
put out about 2,000 stokers. The war 
put a crimp in his business and Jimmy Ne 
put out literature to his owners, offe-f yo. 31) 
ing a check-up for $7.50. People dfn. the 
not like to get their hands dirty anf. ja, 
the response was so gratifying tha rdtigerato 
the Shannon Electric Company ify, .4,, ra 
carrying on through the war with it 
returns through this source. A Chicago 
firm declared recently that it got: 
20 percent return on mailings offering 
a summer clean up and inspection ¢ 
stokers for a $12 price. 

There is a chance for a repeat bus: 
ness in the stoker field. The clean-w 
and maintenance offers a good living 
for any department. The possibilitie 
of vacuum cleaning the furnaces @ 
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ock autor 
y are | 
this fiell it 





Less Competition 
















After the war it doesn’t look like 
luxury market. The necessities, th 
things that help people cut corners wil 
go best. The stoker can say “ye 
twice here. There is less competitit 
with stokers than with other appl 
ances. Sampson Electric, for examp 
which has about 400 Cook County ot 
lets for its other products has oll 
about 22 stoker dealers in this tert 
tory. Last of all, in a tough, compe 
tive market, the man selling stoke' 
on the proper basis has his knowledg 
his skill in installation, as something 
that cannot be taken away from him) 
a cut price tag. 

The public is buying heat, not 
stoker, and the man who can give! 
to them automatically, dependably, 
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“APPLIANCES... 
“FIFTH FLOOR’ 


Some of the things Pacific Coast department stores 
are thinking about post-war appliance merchandising 





“f PPLIANCES-FIFTH FLOOR” 
reads the store directory. When 
you step off at the fifth floor, 
however, there is nothing to be seen 
but an array of furniture, plus a carpet 
wd rug display. This is a typical 
lepartment store, one of five such ma- 
, $00F or stores in a what shall be an un- 
gO al med city in the “between 500,000 
quently ad a million” population class. None 
and ith; the stores now has any major elec- 
boat if ical appliances for sale, but all of 
them keep the title listed in their store 


nkler 
ance 


€ meaiiAjirectories. They all intend to be back 
hanno, inthe field as soon as appliances are to 
ho hate had. 

‘he war 

| Jimmy Not All Were Active 










S, offer- 


“§ Not all of them were very active 
ople de 


leiore the war. One store, for in- 





ry rs stance, had only recently installed a 
ng tiheirigerator department before Pear! 
aa “HHarbor days—and had just begun to 
with i 


stock automatic washers and ranges. 
y are planning now on taking up 
is field in major style—perhaps giv- 


races of 








rk like 4 
ties, thé 
ners wil 









aunty out 
has olf 
lis tert 
compet 
, stoker 
iowledgd 
omething 
n him} 





it, not 
n give | 
ably, 
around! 











ing over an entire floor to electrical 
appliances, with model kitchen, laun- 
dry and other working centers. The 
management has tried to keep the 
store’s name associated with appliances 
in the public mind and not long ago 
made considerable effort to obtain 
sample appliances in television. and 
other “glimpses of tomorrow”. This 
proved impossible because there are no 
such samples available and so the 
store instead booked a visit from the 
“Kitchen of Tomorrow”, which it has 
featured in its advertising. The ex- 
hibit attracted capacity crowds, who re- 
mained afterwards to ask questions 
and fill out blanks. 

Two other dry gor xls stores, hitherto 
primarily devoted to women’s apparel, 
are also planning to,increase the space 
given over to electrical equipment and 
to undertake merchandising of appli- 
ance on a much larger scale than prev- 
iously. Another store, already a 
leader in the appliance field, is gov- 
erned by the policies of a wholesale 





One department store is planning a number of individual appliance stores through- 
out the city where they will have the advantage of ground floor display 
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By 
CLOTILDE GRUNSKY 


Most department stores are making plans to enlarge the appliance department— 
in some instances giving it an entire floor 


firm which buys for similar depart- 
ments in all parts of the state. No 
prediction of policy was made, but 
it is accepted throughout the commun- 
ity that the store will be in the fore- 
front of electrical developments as 
soon as peace arrives. The fifth de- 
partment store had a very active elec- 
trical department and also had estab- 
lished a number of special “appliance 
stores” in various parts of the city 
before the war. Recent developments 
and shifting of leases have left this 
store with smaller quarters, though 
centrally located in the main shopping 
district. To overcome this handicap, 
the plan is to expand greatly the in- 
dividual appliance shop policy after the 
war, including a separate appliance 
store in the downtown district. These 
shops will carry complete electrical 
(and gas) lines and will operate under 
separate, though coordinated manage- 
ment. 


What Department Stores Plan 


Definitely the department stores are 
to be an important part of the appli- 
ance picture after the war. What do 
they expect of the manufacturer and 
how do they expect to handle their 
electrical merchandise? 

Frankly, they are disturbed about 
the rumors concerning lowered mar- 


gins. One oj the stores, which made 
money from its appliance department 
in the days before the war, points out 
that a drop in margins would make 
such success impossible. Asked how 
it was done under former conditions, 
when most department store electrical 
departments are in the red, the man- 
ager replied that the great secret of 
department store failure to make ends 
meet was that there were too many 
avenues of leakage. Trade-ins, for in- 
stance. His store, which has branches 
in various towns and cities of the state, 
never allowed the salesmen to set a 
price on trade-ins—indeed, the branch 
manager was not allowed to quote a 
figure to the customer. All old equip- 
ment was referred to the man in 
charge of the store’s service depart- 
ment who set a figure which from his 
experience could be recovered in the 
resale of the appliance. The trade-in, 
once received, was turned over to this 
department, which reconditioned it and 
sold it from a special store devoted to 
service and second hand appliances. 
Incidentally, this store was one of the 
few department stores which has main- 
tained its service department through- 
out the war period, although in large 
measure it has confined its activities 
to the repair of appliances sold through 
(Please turn to page 62) 
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After modest experience in the appliance and Currently holding down the store end of the firm's wartime operation, 


radio sales field, conducting a home-based 
operation, Charles Eyster soon built an organi- 
zation of 57 at Goodling Electric Co. 


HE post-war course of the H. E. 
Goodling Electric Co. of York, 
Pa., now is being carefully 
plotted by Charles G. Eyster, senior 
partner of this firm which in 1940 
posted a gross of approximately $500,- 
000 while ringing up sales on a total 
of 1,741 major appliance units. As a 
result of several important moves he 
recently initiated the Goodling Elec- 
tric is set to ride the crest of the wave 
when appliance manufacturing begins 
again. 

One particularly bold step taken by 
Eyster assures the Goodling Electric 
of getting under way with more than 
three-fourths of its key men, drawn 
from the company’s 1940 roster of 57 
employees, heading up the peacetime 
crew. A change in address, timed so 
as to coincide as closely as possible 
with the initial surge in appliance 
manufacturing after the war, shifts the 
firm into the heart of York’s shopping 
district, with the company’s new base 
of operations a large modern build- 
ing on a property affording auto park- 
ing facilities. 


Conducting Own Survey 


In addition to the major household 
appliances and other equipment which 
drew concentrated sales efforts in pre- 
war days, the new set-up also carries 
along a full line of small appliances 
and radios. A wealth of consumer in- 
formation still being gathered in a de- 
tailed survey of this trading area at- 
tests to the soundness of these various 
moves made by Eyster. 

Before discussing these steps taken 
to insure the peacetime expansion of 
the Goodling Electric Co., here’s a 
compact account of Eyster’s prewar 
growth in the retail appliance field: 

His home, eight blocks from the city 
center, served as his when he 
first entered the electrical business, 
under his own name, specializing in 
house wiring along with the sale of 
cleaners and washers. Back in those 
days, when Atwater Kent first was 
coming into prominence, he also han- 


office 
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Paul Haldeman, (left) retail sales manager, consults with Charles 
Winemiller, in charge of service. 





Ranges and milk coolers are moved as fast as they can be proc 
Goodling Electric Co. also completed six commercial refrig 


plants during past year. 


How toSTAy IN 


serve his electric 


dled radios. To 
refrigeration prospects, he made a 
tie-up with H. E. Goodling for a sub- 
dealership on the Copeland product 
which Goodling then was pushing. 

In 1931, upon learning that Goodling 
considered selling out this appliance 
business—also hearing much to his 
surprise that it was rumored he was 
interested in buying the concern !—he 
visited H. E. Goodling to determine 
what arrangement he could make for 
future protection on the Copeland re- 
frigerator if Goodling’s retail outlet 
changed hands. Instead, when Good- 
ling offered him the company on par- 
ticularly inviting terms, he wound up 
with the whole business. It then 
included house wiring and all small 
appliances as well as_ refrigerators, 
ranges and washers. 


Two Departments Siump 


months, until able to un- 
cover a purchaser for his home-based 
business, he managed both that and 
the Goodling Electric Co. Later, when 
profits slumped steadily in the house 
wiring department and the Goodling 
store also proved none too good an 
outlet for small appliances because it 
was located too far distant from the 
shopping activity in York, 
Eyster promptly eliminated both de- 
partments, devoting his entire atten- 
tion to the other phases of the oper- 
ation. 

In 1933, he switched to the Norge 
line of refrigerators. Three years 
later he signed on for Timken oil 
burners. About this time the company 
also went in heavily for commercial re- 
frigeration. In 1939, he entered the 
fuel oil field, steadily building volume 


For Six 


core ¢ of 


through contracts with the firm’s oil 
burner customers. 

During the last several brisk years 
before the war, Goodling Electric an- 
nually cleared an average of 700 
household refrigerators, 500 oil burn- 
ers and 200 washers (Blackstone) 
along with sizeablt quantities of elec- 
tric ranges (Quality), store refriger- 
ation and fixtures (C. V. Hill & Go.), 
commercial refrigeration (York Com- 
mercial Refrigeration Equipment Co.) 
and electric water heaters (Sepco). 
This was the line-up in 1940, for in- 
stance, when the company billed 1,741 
major appliance units. When the 
business first showed signs of swelling 
to these proportions, the company 
awarded junior partnership status to 
three employees: Paul Haldeman, fuel 
oil and store sales manager; Charles 
H. Winemiller, service manager; and 
George M. Eyster, a brother of the 
owner, in charge of commercial re- 
frigeration sales. 


Maintains Prewar Charge Scale 


Then, along with the war, came the 
appliance shut-down. Eyster imme- 
diately revamped the organization for 
an all-out drive for repair and service 
of all products they sold. In an at- 
tempt to hold all charges to consumers 
throughout the duration at the same 
scale prevailing there prior to Pearl 
Harbor, this operation was stream- 
lined wherever possible. This policy 
on repair and service charges remains 
in effect today. 

As materials later became more 
available, added emphasis was placed 
on commercial refrigeration. During 
the past year, as a result of constant 
pressure in this field, the Goodling 


Electric completed six large refrigera- 
tion plants in its territory. In simi- 
lar fashion, refrigeration units for 
stores also contributed nicely to the 
general take for the company’s till. 
Sales of this nature each lead toa 
sizeable billing before the store set-w 
is complete. 

On the domestic side of the market, 
profitable sales were consummated on 
ranges, delivered on the usual priority 
basis, and on milk coolers to the farm 
trade. No attempt is being made m 
the latter appliance, however, to met 
the selling price granted by some large 
milk distributors handling this type 0 
equipment primarily as a convenient 
for their own customers-producets 
Goodling Electric continues to mer 
chandise quality plus service rathet 
than make a bid for increased quantity 
based on lowered prices with overly] 
liberal terms,—and forget the service 


Assists Consumers 





The fuel oil business is running alow 
smoothly. Currently, more than 
third of their Timken burner users n0¥ 
are calling on the Goodling Electr 
for their fuel oil requirements. It! 
company policy, by the way, to ass! 
these oil customers in any problem 
which at any time arise between the 
and the local rationing board, perso 
ally visiting the board on behalf ¢ 
the customer if the case has merit. 

All this, however, would not ha 
been nearly sufficient to hold the 
ganization together, much less show 
healthy return throughout the du 
tion. Soon after the appliance mam 
facturing schedules were washed 0 
by the war, Eyster foresaw the # 
evitable squeeze coming. His invent 
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Employed in the firm's Machine Shop Division during the war, Geraldine Wagner 
now eagerly anticipates returning to the company's display of an electrical 


kitchen. 


BusINEss 


sheets then showed the company had 
only enough appliances on hand to 
keep the sales force normally busy for 
another 60 days. The situation called 
for an immediate huddle. The part- 
ners got together that evening after 
business hours. 


A New Venture 


Before dawn the following morn- 
ing, they had created a new depart- 
ment, the Machine Shop Division of 
the H. E. Goodling Electric Co. For 
the next two. months, everyone did 
double duty. 

Those members of the sales force 
who became interested in the new 
project crammed in 200 to 300 hours 
of night schooling, after their regular 
day’s work, in a special training course 
sponsored by the government and 
given by State College instructors at 
the local high school where the men 
were whipped into first-class machin- 
ists in this short period. A number of 
the company’s installation crew men 
followed suit. 

Meanwhile, Eyster rented a large 
building, formerly a brewery ware- 
house, and loaded it with machinery, 
principally lathes with automatic feed 
control devices and other improve- 
ments of late design. And in those 
days a man had to be a magician to 
Separate an ordinary lathe from any- 
one, let along procure 30 heavy pieces 
of machinery of this type. 


.Nicely Timed 


When the last appliance was 
trundled out the store door, the set-up 
in the machine shop division was 
teady and the organization moved in 
to tackle the new job. Ordnance parts 
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soon became their chief product. To- 
day their main contract calls for 
pistons for three-inch tank guns, a 
critical part in the recoil mechanism 
of this gun. 

The division already has earned an 
enviable reputation for invariably 
meeting delivery dates on schedule 
and has been commended for its prod- 
uct. Further, after tough sledding 
the first year, it broke even for 
awhile, then made up the deficit and 
forged ahead into the black. 

Heading up this division are Eyster, 
his brother George who has charge of 
inspection, and George Lieb acting as 
plant superintendent. On the ma- 
chines are five key men of the former 
sales crew of 12. Also now operating 
machines are 14 out of the company’s 
service and installation crew of 25 
employed in prewar days. Several 
women with previous store experience 
also now are on the roll at the ma- 
chine shop. Further, still carrying on 
business at the store are Eyster’s 
other two partners, Paul Haldeman, 
the sales manager, and Charles Wine- 
miller, service manager, as well as a 
service crew and bookkeeping staff. 


Post-war Organization Ready 


All told, when quantities of appli- 
ances again flow into retail channels, 
Goodling Electric will be ready to 
barge into the field with approximately 
34 of its prewar roster of 57 em- 
ployees. Of these 34, at least 27 
were considered particularly import- 
ant cogs in the prewar operation. 
Another break: the machine shop is 
expected to bolster the post-war sales 
organization with three men now em- 

(Please turn to page 58) 
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H. E. Goodling Electric Co., York, 
Pa., sold 1,741 major appliances 
in 1940—an up-to-date machine 
shop with war contracts and a 
brisk fuel oil business have kept 
them going since—and ‘their 
plans are laid for post-war. 





Key salesmen of prewar era are the machinists today in firm's Machine Shop 
Division, a wartime project now holding the organization intact, ready for post-war 
selling. 





More than half of the company's oilburner customers now purchase their fuel 
oil requirements from Goodling Electric which entered fuel oil field about five 
years ago. 
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A Radio Dealer’s Plan 


Returning veterans, interested 





William D. Bradley already has completed the groundwork for his post-war program of 
expansion which opens the door to radio sales and service for returning war veterans. 











Currently, two men at repair bench handle the major share of the radio service flowing 
into this store where this phase of the business always has been emphasized. 





A recent tally revealed 229 unfinished sets on hand, plus shelves loaded with completed 
sets, while a card system showed nearly 300 sets in field awaiting truck pick-up. Radio 
customers often bring other electrical appliances to store tor repair. 


PAGE 30 


in going into the radio busi- 


ness, figure prominently in 


HE groundwork for a program 
of double-barreled expansion in 
the radio sales and service field, 
calculated to hit pay dirt early in the 
post-war era, now is being carefully 
completed by William D. Bradley, a 
radio dealer who has concentrated on 
the service phase of the business since 
1932 when he opened a store at Red 
Bank, N. J. Bradley’s plan brings 
into particularly sharp focus those re- 
turning war veterans who feel they 
can make a success of a radio sales 
and service operation-in their own 
home towns. 

In gearing his project primarily to 
the returning G. I. Joes who want to 
tack their discharge papers up on the 
walls of their own radio shops, Bradley 
already has opened a small model 
store at Keyport, about ten miles from 
Red Bank. There, after detailing all 


. angles of its operation to them and 


throwing the books open for their in- 
spection, he can offer them a clear-cut 
proposition which sets them up in busi- 
ness for themselves almost overnight in 
a location of their own choice. While 
continuing thereafter to serve them 
in the usual distributor capacity, Brad- 
ley will try in every way possible to 
help them over the rough spots, making 
his experience, methods display room 
and counsel available to them as may 
be desired. 

As for any war veterans who per- 
haps are hesitant immediately after 
their return to civilian status to step 


out as boldly as this but who still feel 
confident their future lies somewhere 
in the radio field, Bradley’s plan also 
holds the door open for them on 
equally inviting terms. To provide 
plenty of elbowroom for applicants of 
this type, he is making extensive alter- 
ations in the present lay-out of the 
Red Bank store. As soon as the shoot- 
ing ends in Europe, he intends to start 
construction of a large addition which 
an architect now is designing for him. 

Bradley’s normal prewar operation, 
devoted exclusively to radio, showed 
an annual gross of around $30,000 to 
$35,000 with about $13,000 of this 
amount checked off to consumer sery- 
ice on which he always placed the 
emphasis, as against sales. Those were 
the figures posted the last years before 
the war when he employed three men 
fulltime at the repair bench, one out- 
side serviceman, and also carried one 
outside salesman primarily to build up 
a wholesale department in the opera- 
tion. An office girl handled the gen- 
eral routine, leaving Bradley free for 
store sales. When repairs piled up 
high, he pitched in at the bench. Per- 
centagewise, the net those years proved 
highly satisfactory to him. 


Employed by Government 


The company hit its peak, $38,000 
gross, in 1942, with the service end of 
the business, at $17,000, accounting for 
the increase. The following year the 
service department slipped slightly and 








Lay-out of Bradley's Radio Service store, Red Bank, N. J., where ‘billings on repairs to 
radio sets this year are averaging more than $2,000 monthly. Bradley's post-war plans 
call for the addition of a wing, 30 x 80, at end of present building which is 60 x 50. 
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post-war expansion project 
started by Bradley's Radio 
Service at Red Bank, N. J. 








BRADLEY'S 
RAB SERVICE 


cOLUMaIR 
ee mee 


sales tumbled abruptly from the previ- 
ous $21,000 to $8,000, for a gross of 
$24,000 for the business. By then, how- 
ever, personnel had been reduced to 
one steady benchman with two part- 
time assistants, an outside serviceman 
and an office girl. Throughout 1943 
Bradley was in the employ of the 
government at one of the Signal Corps 
labs. Returning to his own company 
in March this year, he has been able to 
add another capable -hand at the bench 
as well as employ another outside serv- 
iceman. As a result, service billings 
this year are averaging more than 
$2,000 monthly and sales are expected 
tohold to the $8,000 level, for a gross 
of around $33,000 in all. There still 
are a few new sets on the sales floor. 
Another index of the repair volume 
fowing through this outlet can be 
gathered from a tally taken Armistice 
Day when Bradley deseribed the situa- 
tion as “the best shape we’ve been in 
this year.” There, were 156 sets on 
hand slated for a turn at the bench. 
Another 73 wer, held-up.for parts on 
order or were, waiting - -for a go-ahead 
signal -by some custqmer who only re- 
cently had been’ notified what repairs 
Were, involyed and had beep: sent an 
estimate of the cost, “Completed sets, 
ready for delivery by, truck or awaiting 
calls at the store by customers, filled 


o¥ 2h" 
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Any G. |. Joe hankering to open a radio shop of his own is invited to visit this model 
store recently set up by Bradley as a demonstration sales and service outlet for post-war. 


one 20-foot section of wall shelving. 
File cards indicated there were close 
to 300 sets out in the field which should 
be brought in. While this was viewed 
as a “tough headache”, it also was 
termed a “swell backlog.” 


Two Service Trucks 


Currently, two service trucks, fol- 
lowing schedules on set routes, cover 
a territory of approximately 300 square 
miles which in post-war will be 
tripled. The store is located at the 
edge of Red Bank, nearly a mile from 
the main business section of this com- 
munity in which the prewar population 
was listed as 10,965 but which serves 
as a natural shopping center for some 
40,000 population. Facing on a main 
highway traveled daily by hundred of 
residents commuting to New York, the 
store is 60 feet wide and 50 feet deep. 
This corner property, 104 feet in depth, 
runs along the highway for 150 feet. 
There is an airport and a railway sid- 
ing within a quarter-mile. The loca- 
tion is ideal, Bradley reports, for a 
service operation, for retail sales of 
cat radios, and for any wholesale ac- 
tivity the company may tackle. ‘The 
store is listed as a factory service sta- 
tion by seven large manufacturers of 
sets for autos. 


"1944 






A war veteran, Fred Metler, in charge of this branch store, now spends long hours on 
the outside, building the service load for the base shop. Ann Woetko handles inside sales. 


The Post-War Picture 


Now, let the owner. of Bradley's Radio 
Service give you his" personal slant on how 
the returning G. |. Joe fits into his expansion 
program for post-war: 


“As soon as new merchandise begins 
to reach us, I expect the bottom to drop 
out of normal repairs. This condition 
may last three years. During those 
vears it will be sales and sales and 
more sales—but we'll impress our serv- 
ice facilities on every customer. 

“In this connection I’m greatly in- 
terested in the returning veteran who 
is playing with the idea of getting into 
the radio game. You're going to find 
there are a great many of them, at least 
several in every small town of 5,000 
to 8,000 population. When you get 
squarely down to cold business facts 
with these men, you'll also find a ma- 
jority of them are in pretty much of a 
whirl. That’s about the way it has 
been with most of those to whom I’ve 
already talked. It therefore is defi- 
nitely up to us, the radio dealers and 
maintenance men, to straighten them 
out and get them started off on the 
right foot. 

“Otherwise too many G. I. Joes are 
going to wind up as cellar mechanics, 
forced to operate on the fringe in order 
to make a bare living. This leads to 
an unhealthy situation, one that we 
have battled before. We _ therefore 
must bring these men out into the open, 
proposition them, and find the right 
niche for them before they become 
side-tracked. 


Consumer Loyalty a Myth 


“Consider, for a moment, the public. 
The consumer has no heart. After 
three months, the G. I. who sets him- 
self up as a dealer will be just like 
me. Dollar valuation will swing sales 
and service. My best customers ‘will 


shop in post-war. They shopped before 
and they aren’t going to change now. 
It will be up to every dealer to look out 
strictly for himself. The ultimate win- 
ners will be those dealers who present 
a good line of merchandise in nice 
clean stores where the consumers also 
see plenty of evidence these retailers 
are prepared to render maintenance on 
th products they sell. 

“Some G. I.’s who open retail out- 
lets on a shoestring around here may 
find they can’t compete on even terms 
with me. This also leads to an un- 
healthy: situation for the trade in this 
area. 

“When these ten service booths are 
completed I’ll have an answer for any 
war veteran who thinks a _ couple 
months training in the Signal Corps 
automatically qaulifies him as a top- 
notch maintenance man. So far as I’m 
concerned, he practically can write his 
own ticket for his first week at a re- 
pair bench in one of those booths. 
After that, if he wants to stay, we can 
discuss finances on a more permanent 
basis. 

“There are several possibilities. He 
may learn he is not cut out for a 
maintenance man. After the first 
month, some are only good for four or 
five hours a day, then fade to three 
hours when the grind really begins 
to tell. On the other hand, this same 
man may belong in radio all right, but 
somewheres else along the line. Pos- 
sibly he may show the correct ap- 
proach for an outside ‘serviceman 
wheré his experience would be ‘ample 
to qualify ‘him for the position.’ 

“What do I expect of an outside 
servictifian? ‘He mtist be’a diplomat 
‘iti'the home, neat it his work in the 
honie, neat in his petsonial appearance, 
and a good salestnan. That’s 90. per- 

(Continielt on page 68) 
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He Pioneered HOME 


... and that was only one of the enthusiasms 
of A. C. Darmstaetter of Lancaster, Pa., 
whose appliance business just before the 
war hit around a third of a million dollars. 
A photographic department, motor-boats 
and other lines have helped build a unique 











In addition to purchasing the greater part of the merchandise for the store, Hugo 
Darmstaetter, the younger of the brothers who built this business, also has charge 
of the firm's books. On the right, A. C. Darmstaetter. 


ties wrapped up in home freezers, 

A. C. Darmstaetter undoubtedly 
enjoys a distinct bulge over most elec- 
trical appliance dealers. While a vast 
majority of the latter now are keeping 
an attentive ear critically tuned to all 
speculation hinting at the post-war 
market potential in this inviting field, 
Darmstaetter is thoroughly conversant 
with the prospects for the home freezer 
in his particular trading area. Further, 
he knows exactly what selling methods 
will put this product across in his 
territory. 


I’ analysing the post-war possibili- 


A Pioneer 


When the war suddenly dropped the 
curtain on the home freezer show just 
as all advance billings pointed to a gala 
performance, the experience of many 
dealers with this comparatively new 
product was limited to a brief peek at 
the program. Hurried conversion to 
ordnance requirements forced manufac- 
turers to hand out rain checks—not 
valid until after the war. Since then, 
of course, some dealers have garnered 
a bit of experience in this field through 
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their wartime promotion of ice cream 
cabinets and other similar equipment 
rebuilt into home freezer units. Very 
few dealers, however, probably can dig 
up any files detailing deliveries of any 
real quantity of home freezers steadily 
throughout the past dozen or so years. 
This seems to leave the afore-men- 
tioned Mr. A. C. Darmstztter holding 
down a front row seat virtually all 
alone because he has been selling home 
freezers regularly every year since 
1940. 

Darmstaetter’s, the name _ under 
which this business has been conducted 
since it was established in 1905, is lo- 
cated at 37 N. Queen St., Lancaster, 
Pa. Starting off at a $12,000 clip, the 
annual gross for the concern climbed 
steadily year after year until just be- 
fore the war the annual statement 
showed a gross of approximately a 
third of a million dollars. As a result 
of alert merchandising through the 
past several years, it has clung to that 
level during the war period. 

When a prospect mentions a home 
freezer at Darmstaetter’s, he is in for a 
real demonstration. The stage is 


business 


By LANSDELL ANDERSON 


carefully set to the last small prop, and 
the act rolls along to its climax, the 
sales contract. 

As a starter, consumer interest is 
stimulated through the store’s general 
advertisements in the city newspapers. 
In addition, ads also are run in all 
papers with wide circulation through- 
out the county. This adequately 
covers his trade which he estimates 
about evenly divided between city and 
country. The home freezers are des- 
cribed as “reconstructed frozen food 
cabinets, not rebuilt ice cream cabi- 
nets.” Finally, A. C. Darmstaetter 
enthusiastically talks frozen foods to 
all-comers, anywhere, all day long. It 
is surprising how smoothly the sub- 
ject naturally seems to pop into conver- 
sations. Both approaches pull numer- 
ous prospects into the home freezer 
department. 

There are four units in the display 
which features a model of 14 cubic 
foot capacity. The others are cabinets 
of 7, 11 and 21 cubic foot capacity, all 
bearing the trade mark of the Refrig- 
erator Corp. of America which main- 
tains offices in New York City. The 
demonstration model is hooked into the 
line, filled with an assortment of foods 
which were frozen in that particular 
cabinet, and on top of it are the balance 
of the props used in the sales talk. 
These include a folder carrying des- 
criptive literature, supplied by various 
manufacturers and a number of clip- 
pings from magazines pertaining to 
the freezing of foods, all of which 
Darmstaetter knows by heart. Among 
other props are food packages, wrap- 
ping materials, etc. 

The proper temperature for a home 
freezer, according to Darmstaetter’s 
personal experience, is O° F. and he 
also has several articles in that folder 
stating that this is the proper temper- 
ature at which to store frozen foods. 
When the prospect has read this in- 
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_ formation, not just taken the demov- 


strator’s word for it, Darmstaetter 
lifts the lid, pulls out a thermometer 
and hands it to the customer. It shows 
a temperature of O° F., right on the 
mark. 


Food Retains Flavor 


Then, one by one, the packages of 
frozen foods come out of the cabine, 
each carrying with it a brief sales pre- 
sentation. This emphasizes savings in 
cost, retention of full flavor and the 
“thrill of serving fresh strawberries in 
February” for each particular item, 
as the. case may demand. - 

Prospects who mention canning 
vegetables do not catch Darmstaetter 
at a loss. He knows the cost of can- 
ning per jar and the work per jar, the 
problem of stocking and the loss aver- 
ages just as well as he knows the 
freezing process. Further, he can talk 
comparative flavors. The vegetables 
in the demonstration cabinet are par- 
ticularly inviting. A small glassine 
window in each package, Darmstaet- 
ter’s idea, affords easy inspection o 
contents. 

So goes the home freezer education 
campaign by a man who has made it 
his business to learn all the angles atl 
always has plenty of documentary 
proof and packaged ammunition 
hand to convince any skeptic. 


Larger Units Desired 


Fifty percent of sales made in this 
department call for delivery of the 4 
cubic foot model and nearly half o 
the balance are on the largest cabinet 
shown in the display. Very few put 
chasers settle for the smallest model. 
Darmstaetter is certain he could sel 
larger units than any he so far has 
stocked in his store, 

Especially stimulating to Darmstaet 
ter, after several years of playing 
around with the home freezer idea, 
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In 1932 Darmstaetter reconstructed the refrigerator at left to eliminate the usual 
defrosting requirement and also converted the one at right into a straight home 
freezer at —5°F. 








REEZER SELLING 





In well-staged demonstration, his presentation to prospect, which explains the entire 
process from. purchase of raw food to the dinner table, makes good use of 
excellent props. 











After showing savings effected, then mentioning convenience angle and stressing the 
retention of flavor by frozen foods, the clincher is "the thrill of serving strawberries 
in February." 


was a conversation with Commander 
Richard Byrd, of Polar region fame, 
when the latter visited him in 1932. 
Eskimos, he learned, ate a considerable 
amount of frozen foods and were con- 
sidered a very healthy race. When he 
asked why we here in America didn’t 
eat a great deal more frozen food, the 
explorer suggested that maybe we just 
hadn’t yet smartened up to the possi- 
bilities offered in this field, To which 
the prompt Darmstaetter reaction was 
“to quit being a dumb American about 
frozen foods right now.” 

_ He plugged slowly along on the sub- 
ject until later that same year he saw 
the green light at an exhibit held by 
the Motor Parts Co., Philadelphia, 


where a display of Potter refrigerators, 
each with a built-in frozen foods com- 
partment, partially solved his problem 
for him. He immediately contracted 
for the whole works on the floor and 
shipped the load to Lancaster. 

This compartment seemed far too 
small and but a half-way step to Darm- 
staetter so he obtained several addi- 
tional freezer shelves from Potter in 
order to convert one of these refrig- 
erators into a straight home freezer. 
He set the thermostatic control for a 
swing between 10° and -5°F. The 
original, shown in an accompanying 
photograph, currently is in perfect 
operating condition. Darmstaetter also 
reconstructed the other Potter refrig- 
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Darmstaetter's son, Harcourt, in charge of both purchasing and sales in the major 
appliance department, is well qualified to assist customers in their planning of modern 
kitchens. 


erator shown in this same photograph 
so that his wife has not had to defrost 
it for the past 15 years. 


Supply a Factor 


Within two months after the Phila- 
delphia exhibit, Darmstaetter really 
was in the home freezer business. As 
fast as he could obtain delivery of 
Potter refrigerators with heavy insu- 
lation, he converted them into home 
freezers. Deliveries, however, were 
rather slow. The first dozen went to 
his friends. They, in turn, sold the 
frozen foods idea to a score of their 
friends. Darmstaetter then had a 
sufficiently broad base on which to 
campaign for frozen foods to one and 


all, wherever he bumped in to them, 
He’s never stopped since. 

When Deepfreeze and Stewart 
Warner entered the field, he was ready 
and waiting to go along with them. 
Then the war dropped the curtain on 
the whole appliance show. Aside from 
home freezers, he also sold 200-odd 
Potter refrigerators with frozen food 
compartments while they were on the 
market, then successively merchandised 
Stewart Warners, Crosleys and Phil- 
cos as they came out with similar 
compartments. 

His entry into the electric refrig- 
eration field came through the purchase 
of one for his home. Passing the Kel- 
vinator agency on his way to lunch, 
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in prewar days, appliances registered 40 percent of the sales gross, while table types 
were sold on main floor, all major household appliances were displayed on the 
second floor. 


he ordered a 19 cubic foot model, in a 
Seeger cabinet, marked at $610 and 
delivery specified in three months. 
Drawing a check immediately, he de- 
ducted two percent for cash, the custom 
there in those days on major pur- 
chases, and suggested the dealer might 
like his immediately. “He 
handed it. back. I found out I was 
buying merchandise, not terms.” Three 
days atter the Kelvinator was delivered 


noney 


to his home he made a _ vegetable 
crisper out of a_ five-gallon crock. 
Anyone have one any earlier? A. C. 


eventually took on the G. E. line. 
Purchase Large Building 


The Darmstaetters bought the build- 
ing at 35 N. Queens St. in 1930, re- 
modeled it to the tune of $80,000 and 
moved in with their stock. The prop- 
erty is 32’ x 240’ and the main floor 
covers all but the rear 40 feet. The first 
floor departments, progressively in 
der as you enter: pencils and pens, a 
wide assortment of greeting cards, gifts 
and stationery, china, a photo counter 
about 45 feet long, radio, and a record 
department in the corner with 60 feet 
of shelving, plus counters and dis- 
which has averaged a 20 per- 
‘ent increase annually in the dollar- 
volume during the past three years 

Also on t! 


} 


Drarv. a 


plays, 


floor are games, a lend- 
in normal times dis- 
appliances as well as 
of table appliances. No 


merchandise were added 


ing li 
plays of 
a complete line 
other lines of 
as a wartime measure nor are there any 
plans on the fire for the introduction of 
any immediately a 
The second floor 
over by major el 
complete kitchens, small 
kitchen furniture, plus the outboard 
motors and boats. Darmstaetter finds 
this an entirely satisfactory arrange- 
merit. “But,” he warns, “the second 
floor is no good for small appliances.” 
Except for radios and records which 
miay be shifted to the basement, the 
firm expects to stick to this set-up 
after the war. The third and fourth 


fter the war. 


is completely taken 
‘trical appliances, 


stock of 
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floors are occupied by the photo labs 
and stock rooms. Brother Hugo 
keeps the company books and purchases 
all merchandise except records, photo 
supplies and major electrical appli- 
ances. Son Harcourt has charge of 
purchases and sales of the latter pro- 
ducts. 

In this block with Darmstaetter’s, on 
the same side of the street, are Lerner, 
Walgreen, Woolworth, McCrory’s, 
W. T. Grant, and Silver 5-10¢ & $1.00 
stores. The citys population barely 
exceeds 60,000. The entire district, 
including the city, is rated around 
130,000. 

A. C. sizes up the prospective situa- 
tion in the home freezer field after the 
war as follows: 

“Whenever I think about the 200 
manufacturers reported as getting 
ready to scramble for this market, 
frankly I get scared. Unfortunately, 
price greatly influences the average 
woman. The manufacturer thus may 
try to meet a price market with the re- 
sult he can’t put top material into his 
product. If he scales down for a $200 
price on a cabinet which has the capac- 
ity and should sell for $500, he may 
have to resort to cheaper insulation. 

“For this reason we'll mark time, 
when everyone starts selling them, 
until we can play along with some 
manufacturer who builds equipment 
which is easy to repair in the field. We 
want merchandise in which quality and 
performance first consider- 
ation while price comes last. 

“Frankly, here’s our policy: when 
inything becomes common and price 
‘utting starts, then we’re through with 
it. Our prewar lines tell the story. 
We carried Bendix washers because 

y wife tried one and voted highly in 
favor of it as did other’s in our organ- 
ization here. Mrs. Darmstaetter also 
first called my attention to the 
Chambers range which proved such a 
good number for us. Ironrite was an- 
other favorite. Stewart Warner and 
Philco supplied our refrigerators. In 
our’ radio department we handled 


receives 











Located midway along side wall on the main floor, the extensive photography depart- 
ment is very active spot, remaining an important division in Darmstaetter's merchan- 
dising operation. 


Philco, RCA and Zenith. 

“When the products of two of these 
manufacturers were stocked by dealers 
all over town, naturally fostering price 
cutting, we became luke warm. In 
post-war that same situation may bring 
a lot of grief to some of us dealers. I 
hear there will be an avalanche of mer- 
chandise. Manuiacturers go through 
jobbers and the latter unfortunately 
employ commission salesmen. These 
men must eat so merchandise is found 
in channels which it never should 
reach. When these outlets become dis- 
couraged, down goes the price. We 
then have to meet high pressure, big 
trade-ins, unreasonable terms. Well, 
we're not interested. 


Cites Auto Distribution 


“\Why doesn’t an appliance manufac- 
turer pick a good dealer and stick with 
him? Like the automobile manuiac- 
turers. In this store, for example, we 
have an exclusive on both Eastman and 
Bell & Howell photographic products, 
two highly competitive lines. Both 
receive very profitable orders from us. 


Our sales prices remain firm. Why 
can’t appliance manufacturers each 
build a stable dealer organization for 
themselves in this same way? 

“Another thing I believe entirely 
wrong is the tremendous guarantee on 
refrigerators. This leads to lots of 
fights because customers expect too 
much and don’t understand the guar- 
antee. 

“That $5 charge may be a good idea 
for certain manufacturers but the 
dealer doesn’t get half of it for taking 
the consumer bumps and filling out the 
manuiacturer’s forms so he too can 
build some capital. Don’t forget, some 
manufacturers switch jobbers at times 
with the result that when some service 
comes along on one of these five-year 
guarantees, the jobber just isn’t in- 
terested. We don’t go in for high 
powered promotion with house-to- 
house canvassing. We depend on slow, 
steady growth. In post-war, we'll 
continue this way. Consequently, we 
want hook-ups with manufacturers 
who merchandise their products on a 
sound plan.” 








Spreading out farther every year. as it shows a 20 percent increase in dollar volume 
of sales, the record department now occupies 60 feet of wall space plus several floor 
counters. 
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HOW MANY MORE FARMERS 
WILL FLICK A SWITCH 


Well—the exact figure is anybody’s guess, and doesn’t matter. What matters is that rural electrifica- 
tion is going to open vast new postwar possibilities for farmers—and for equipment manufacturers 
and dealers. Couple with this the fact that farm income this year is 22 billion—and that plenty of this 
is being saved for things electrical, as well as for other items. You get the immediate impression that 
here’s a merchandising job of real proportions. ‘ 

It’s made to order for FARM JOURNAL be- 
cause this largest and most influential of rural 
magazines is read by 10,000,000 farm people. 
It is referred to by 2,500,000 farm families when 
they are getting ready to buy. FARM JOURNAL’S 
advertising pages carry weight with them. 

If you supply the rich farm market, FARM 
JOURNAL can help you ready yourself to share 










These are the products in your line advertised in 
current issues of the FARM JOURNAL. Display them. 

























ALCOA ALUMINUM MONARCH RANGES 


‘ ARMCO STEEL NORGE 
in the farm dollar. Learn what the farmers in BOND FLASHLIGHT BATTERIES PARMAK ELECTRIC FENCER 
ane one rape 3 ° e about in FARM JOURNAL— BRIGHT STAR FLASHLIGHT BATTERIES | PERFECTION STOVES 
and stock those t — . BURKS WATER SYSTEMS PHILCO PRODUCTS 

Make the facts work for you. Write—and let DEEPFREEZE RCA PRODUCTS 
us tell you how many FARM JOURNAL sabscrib- EVEREADY FLASHLIGHT BATTERIES REPUBLIC STEEL 
ers live in your own county. The FARM JOURNAL wnsaneheoen So 
has anywhere from half-a-million to a million- denigmgeape +S 

y : se See Basi . GENERAL ELECTRIC WESTINGHOUSE PRODUCTS 
and-a-nhalf more subscribers than any otner na- KELVINATOR ZENITH RADIOS 





tional or sectional farm magazine. In two 
counties out of three it leads Life, Collier’s and 
The Saturday Evening Post. Of the 
FIRST FOUR 
General Magazines 
only ONE covers 


the rural market 





GRAHAM PATTERSON, Publisher 
Washington Square, PHILADELPHIA 5 
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Even before the war, 
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YES, A FULL TWO YEARS before the war, Philco 
introduced a complete line of refrigerators with 
full size, built in Freezer-Lockers. Thus Philco was 
the first to recognize the importance of food freez- 
ing and frozen storage in the home. And now, 
Philco engineers approach their post-war designs 
with years of pioneering research and experience. 


After Victory, frozen storage will be a “must” 
in refrigerator merchandising. And you can look 
to the progressive thinking and experience of Philco 
engineers to give you a complete program that will 
help you take fullest advantage of this new demand 
and new source of profit. That means not only new, 
Advanced Design refrigerators but a complete line 
of Freezer Chests in sizes to meet the needs of every 
home and family. And they will be backed by the 
kind of advertising and promotion that has made 
the Philco name stand for /eadership in millions 


of American homes. 
_ ' L C O Famous for Quality the World Over 
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7 Remove top unit cover. 
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2 Test for ground. 


8 Remove hinge shield, 


IF NO CIRCUIT 


4 





Servicing 


Un 





3 Check heat indicator adjustment—red strip must fully 
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iversal 


cover opening in not less than 6!/2 nor more than 
7/2 min. 


Remove cover with backward motion so as to release 
cover projection from under hinge shield screw. 





y Remove base. 
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13 Replace lead wires or unit coils as found necessary. 





Also any broken bushings. 


11 Note: It is necessary to proceed to this point if 
replacement of the grids is required. When chang- 
ing, bimetal strip should be transferred to new top grid. 


Reassemble and test. When assembling cover slip 
projection under hinge shields screw and drive cover 
forward with protected end of mallet. 


EQUIPPED WITH 
HEAT INDICATOR 








screw driver or other available tool. 











HIS is one of a series of “how to" service articles on specific 

makes of electrical appliances. These ar es operation 
instructions are prepared by Electrical Merchandising, in cooperation 
with the manufacturers, oe carefully checked for accuracy. Already 
published are similar service articles on the following makes of appli- 
ances: Westinghouse irons (February, 1941}; ranges (August, 1943); 
Maytag washers (April and September, 1942); Knapp-Monarch 
toasters (November, !942); Premier vacuum cleaners (November, 
'942); Simplex ironers (March, 1943); Speed Queen washers (March, 
1943); wringers (June, |!943); lronrite ironers (April, 1943); General 
Electric-and Hotpoint irons (April, |943};-General-Electric washers 
(May, 1943); refrigerators, Type CA (October, 1943); Blackstone 
ironers (May, |943); wringers (September, |943); Universal irons (May, 


Check lead wire and unit coils for burn-out or loose 
connections. 


15 To adjust the heat indicator. If slow, pull red strip 
forward. If fast push red strip back inward. Use 





Previous Service Articles 


1943); washers (July, 1943); percolators (October, |943); toasters 
(November, 1943); cleaners (April, 1944); ranges (August, 1944); 
Lovell wringers (June, 1943); Hot oint ranges (June, 1943); Apex 
washers and ironers (July, 1943); Easy washers and ironers (August, 
1943); Chromalox electric range units (September, 1943); Thor wash- 
ers (September, 1943); Norge refrigerators (November, |943); Bendix 
washers (November, 1943); Gibson refrigerators (December, |943); 
Telechron clocks (February, 1944); Dexter washers (March and April, 
1944); Motorola radios (March, des ABC washers (April, |944); 
1900 washers (May, |944); Crosley refrigerators (June, !944); Auto- 
matic Laundry Queen washers (July, 1944); Frigidaire refrigerators; 
Frigidaire ranges (September, 1944); Horton washers (October, 1944); 
Electromaster (November, 1944). 
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You'll Get Radios 
by 


STEWART-WARNER 


FTER PEARL HARBOR, the radio division of Stewart- 
Warner was among the very first to shift entirely 
into war production. 


And, when “Uncle” gives the “go ahead,” you can 
rest assured that Stewart-Warner will be among the first 
to deliver civilian radios to you! 


The secret of Stewart-Warner’s ability to shift pro- 
duction speedily lies in highly perfected and flexible 
methods of plant operation learned in 20 years of radio 
manufacturing. 


These methods have resulted in amazing war pro- 
duction records. In fact, since Pearl Harbor, Stewart- 
Warner has shipped more than 12,000,000 pounds of 
radio, communications and direction-finding equipment 
to Army and Navy forces. This volume totals more than 
1200 freight carloads or a train nearly 12 miles long! 
And shipped on time! 


All of this equipment is doing a job. And the Stewart- 
Warner Radios you will get will be the last word in 
performance, workmanship and dollar value. It will pay 
you in profits to wait and see for yourself. 
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RADIO DIVISION OF STEWART-WARNER CORPORATION, Chicago 14, Illinois — 





Look to STEWART-WARNER 
for the Class of the Radio Field! 


@ ExPECT great things from Stewart-Warner. You'll not be 
disappointed. The line will be a “best seller” because each 
model will be built with that in mind and based on pre-war 
experience plus trends for post-war. Furthermore, Stewart- 
Warner Radios will be backed by BIG advertising, merchan- 
dising and selling power! So, hold everything until you see 
what Stewart-Warner has for you to sell. 
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Industry Problems Analyzed at 


P.C.E.A. Fall Conclave 


Adequate wiring, instalment 
financing, post-war lighting, 
farm electrification and many 
other subjects covered in San 
Francisco and Los Angeles 
meetings of Pacific Coast Elec- 
trical Association 


DEQUATE wiring received 

special attention at the fall con- 

claves of the Pacific Coast Elec- 
trical Association held on November 
9 and 17 respectively in San Francisco 
and Los Angeles. The Business De- 
velopment Section at the San Fran- 
cisco meeting opened with a talk on 
competitive power by J. P. McElroy in 
which he discussed liquid fuel use in 
farm districts, both in the home and 
for tractor use. He pointed out that 
the developments in this field during 
the war would be made available for 
civilian use after hostilities ceased and 
that there would be an abundance of 
fuel available. For the farmer who 
ewns a tractor adapted to the use of 
“bottled gas” the combination with a 
kitchen range is going to be an attrac- 
tive one. In 1937 about 20,000 gal. 
of liquid petroleum were used in the 
United States. By 1940 this had 
doubled to 40,000. The country is now 
using some 2,000,000 gal. and the oil 
people look forward to the time when 
this will reach 10,000,000 gal. Of 
this about one half in the past has 
been used by domestic appliances. 
Since California has used about 20 per 
cent of all this fuel produced in the 
country, the problem of competition 
will be an acute one here. Mr. McElroy 
also discussed the gas engine competi- 
tion with electric motors for irrigation 
and other farm tasks. Garages and 
other agencies in the fuel business may 
take over this equipment and there is 
danger that it will be sold without 
down payment, en the basis of a main- 
tenance contract rather than purchase 
payments, 


instalment Financing 


R. A. Petersen, vice president of the 
Bank of America, discussed the bank’s 
function in “Term Payments Covering 
Appliance Sales.” He believes that 
there will be a substantial term pay- 
ment business following the war, both 
because people will hang on to their 
accumulated savings, and because there 
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R. A. Petersen, left, vice-president of the Bank of America, 

outlined the program which the banks will follow in appliance 

financing. At right, Bert Reynolds, head of domestic appliances 
sales for Pacific Gas & Electric Co. 


will be many returned veterans who 
will not have the benefit of war profits 
to start them off when they establish 
homes. The government will undoubt- 
edly encourage the holding of war 
bonds until maturity. Trade-ins, used 
past their usual replacement time on 
account of war conditions, will not be 
worth so much and more of the sale 
will have to be in cash or on a credit 
basis. 

Although government regulation of 
credit did curb cut-throat credit com- 
petition, it is recognized that should 
the government elect to continue such 
regulation, this would mean regulation 
of the entire credit structure. Because 
such restrictions would not be as will- 
ingly accepted under peace conditions, 
an army of inspectors would be needed 
to insure enforcement. Moreover, such 
a law enacted in peace time would have 
to be written in as a permanent Act of 
Congress, difficult to modify. 

Present thinking among credit 
people calls for a policy of, roughly, 15 
per cent down and from 18 to 24 
months maximum for subsequent pay- 
ments. Some 10,600 banks have signi- 
fied their readiness to handle such 
business. 
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Jerry Hill of Pacific Gas & Electric presented the adequate wiring story as it is told 
to Home Planning Institute classes. 


The inclusion of electrical equip- 
ment in the home loan contract is not 
a new subject, but has been brought up 
with fresh enthusiasm for postwar con- 
sideration. Before passing final judg- 
ment the banks want to know how fully 
the appliances may be considered to be 
attached to the home—how they will be 
installed, will their removal deface 
walls, to what extent could they be 
transferred for use in another house, 
who will service them, particularly 
during the period when the owner 
knows that he is not going to be able 
to keep up payments, so that their 
value will not be impaired by neglect, 
and what will be the relationship of 
their cost to that of the house as a 
whole. Mr. Petersen pointed out that 
the FHA had refused to allow for the 
inclusion of items whose value was out 
of proportion to the value of the entire 
structure. 

In connection with the so-called “GI 
Bill of Rights”, which aims to assist 
returning soldiers to establish them- 
selves in business if they so desire, he 
stated that banks were prepared to ad- 
vance money to young veterans of the 
requisite character and capacity, who 
show a reasonable future for the busi- 





J. P. McElroy, left, of the San Joaquin division of Pacific Gas & 

Electric, discussed competitive fuels. At right, Prof. Ben D. 

Moses of the agricultural department of the University of Cali- 
fornia, talked on farm electrification. 





ness they wish to establish, plus a 
specific pattern for success. He made 
a plea for open cooperation between 
the electrical industry and the financ- 
ing interests, so that plans may be 
made together for the postwar period. 

Adequate wiring was given an in- 
troduction by’ E. P. Kramer who spoke 
under the subject “Electrical Living in 
194X”, ending his talk with a presenta- 
tion of the Westinghouse film featur- 
ing the book of that title. He spoke of 
the building program ahead of us and 
the many new appliances which will 
become accepted in the homes of to- 
morrow, including small appliances 
and radio in the kitchen, as well as 
major appliances, automatic washers, 
cloths dryers and ironers in the 
laundry, precipitron and air condi- 
tioning, home freezers, and many 
forms of improved lighting, all of 
which will require adequate wiring if 
they are to be used efficiently. The 
book featured in the film is now being 
distributed to architects, engineers and 
builders and appropriate films are 
available to show to these groups. The 
next offensive will be aimed at the 
public. The job at the present time 

(Please turn to page 42) 
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cannot be left to the prospective home 
owner to think out for himself, nor to 
the local wireman who does the job, 
but must be a major project for the 
entire electric industry, supplemented 
on self-interest grounds by the building 
trades, the financing agencies and the 
realtors and individual building super- 
intendents who handle rentable proper- 
ties. 


Home Planning Institutes 


Home Planning Institutes were dis- 
cussed in a paper by Fred D. Benz 
which was presented in his absence by 
Graham Holabird. These educational 
programs, presented under the auspices 
of the adult education department of 
the public schools, were started last 
spring in Southern California. There 
have already been nine schools held in 
that region and seven more are under 
way or are contemplated in the near 
future. In adapting the plan to the 
northern section of the state a Home 
Planning Institute Guide book has been 
issued which covers the details of the 
program. Sixteen trade associations in 
the building field are called in who 
help in organizing their part of the 
program and aid in providing speakers. 
A Speakers’ Bureau has been organ- 
ized in San Francisco. The electrical 
industry’s four subjects of Kitchen 
Planning, Laundries, Adequate Wiring 
and Lighting are covered by three 
speakers each. Eleven institutes are 
now under way in the northern part of 
the state, of which the smallest has had 
an attendance of 50, while the average 
attendance for all was 182. Two 
additional schools have been organized 
but not yet started, while twelve more 
are planned to start after January 1. 
It is figured that these will reach a 
selected audience of about 10,000 
people, all of whom attend because 
they contemplate the building or re- 
modeling of a home in the near future. 
Most of the audience is made up of 
men and their wives, both of whom 
take copious notes during the progress 
of the lectures and who ask questions 
afterwards. The electrical industry has 
in every case been the moving agency 
in the organizing of these programs 
and reaps the benefit of full presenta- 
tion of its own story. 

This was followed by a comic 
version of the “Dream Home of the 
Future”, presented by William Cyr of 
Electrical West. After suggesting 
many unlikely and extremely useful 
appliances, so new that even the 


| manufacturers have not heard of them, 
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such as the combined stove and refrig- 
erator which utilizes the heat ab- 
stracted in freezing ice cubes to roast 


the meat and then condense the vapors 


from the vent to make gravy, Bill con- 
cluded by discussing the problems of 
adequate wiring. He combined this 
subject with that of panel wall house- 
heating by suggesting that the wiring 
be left as it is and used to warm the 
house! 


Cleland Presides 
The general meeting of all sections 
during the lunch period was presided 


DECEMBER, 





Conclave 


£ t 


FROM PAGE 4! —= 





over by President Hance H. Cleland, 
who presented Rex Nicholson, execu- 
tive director of Builders of the West, 
Inc. Mr. West’s theme was the im- 
portance of building up an industrial 
empire in the West to take care of the 
migration of workers who came to the 
Pacific Coast during wartime and who 
have signified their intention of re- 
maining. 

Following the luncheon the subject 
of adequate wiring was again resumed 
with the presentation by J. A. Hill of 
the Pacific Gas and Electric Co. of 
the adequate wiring story as it is 
given to an audience of prospective 
home builders at one of the “Home 
Planners’ Institutes”. This included 
a graphic demonstration, using wired 
panels, of just what is the result of 
inadequate wiring in reducing the 
efficiency of lighting sources and of 
appliances. A light switched from 
normal voltage to a circuit with a 9 
per cent voltage drop showed a distinct 
loss of brilliance, while twin toasters 
operating under the same conditions 
showed that toast takes longer to bring 
to a golden brown when the voltage is 
low because of too small wires serving 
the outlet. A table of loss in terms of 
greater cost to operate showed that be- 
cause of inadequate wiring in the home 
the owner’s bill might be increased 
from $.53 per vear for a 22-hr. opera- 
tion of a waffle iron to a $3.96 loss 
for the oven units of an electric range. 
Other features of the adequate wiring 
story included discussion of the breaker 
fuse-panel, door-operated lights for 
closets, three-way switches for stair- 
ways and large rooms, delayed action 
switches, quiet action switches, outlets 
with switches, clock outlets, pilot light 
switches and outlets, hot and switch- 
controlled duplex outlets, waterproof 
outlets, box-cords and plug-in strips. 
How little it takes to transform a 
“ysual” wiring plan to an adequate 
one was shown by using builder’s lay- 
out, transformed later by use of a 
lighted transparency, showing addi- 
tional outlets and wiring required. 
Adequate wiring was shown to include 
a breaker panel fuse box, vacant con- 
duit for future expansion, not less than 
l-in. pipe for incoming wires, nothing 
less than No. 12 wire in circuits and 
plenty of circuits with short wire runs. 
A balanced division of investment in 
the new home allots about 10 per cent 
to the kitchen, 9 per cent to plumbing, 
7 per cent to heating, and 4 per cent 
to wiring. 


Post-War Lighting 


“The Effect of New Light Sources 
on Postwar Lighting Business” was 
discussed by a panel of experts, includ- 
ing O. R. Doerr, R. L. Hayden, M. C. 
Hixson, M. H. Jankelson, and J. A. 
Maddox, presided over by George Ten- 
ney of the McGraw-Hill Co. of Cali- 
fornia. These utility sales managers 
and manufacturer’s representatives 
outlined the new equipment availa) 
and concluded that it could be pushed 
with profit by all branches of the im- 
dustry. It was felt that fluorescent 
lighting would find wide application 
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Zenith’s “Radionics Exclusively” Policy is Appliance 
Dealers’ Guarantee of ''Freedom of Choice”’ 


¥ ‘ 


e Think what Zenith’s policy of “Radionics Exclusively” means to 
you! It makes it possible for Zenith to offer you a franchise which 
enables you to feature the Jeader in all —s lines... without 


being tied down to “also ran” appliance brands. 


Is it any wonder, then, that wide-awake appliance and radio 
dealers in ever-increasing numbers are signing up with Zenith 
— making plans for the day when they can cash in on the most 
valuable radio franchise in the world? 


Right now the greatest advertising campaign in Zenith Radio 


history is convincing your customers and prospects that Zenith will 
offer them the best in radio. 


Take the ad reproduced in part above, for example. It will deliver 
28 million messages in 16 national magazines, starting this month. 
Yet it is only one of many Zenith ads in a campaign geared to 
“RADIONICS EXCLUSIVELY”—a theme no other leading radio 
manufacturer can even approach! 


Never before has any Zenith campaign won such enthusiastic 
response from dealers. And why not? Every ad tells America 
exactly what to expect from Zenith. It gives tangible information 
rather than generalities. It tells why Fenith’s concentration on 


Radionic Products exclusively will assure the finest tone and per- 





formance in the coming Zenith line. 


ZENITH RADIO CORPORATION, Chicago 39, Illinois 
All Production Now for War or Rehabilitation 
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FOR FRIGIDAIRE DEALERS: 


A brand-new Operating Guide covering all 
phases of Service Department Management is now 
available to Frigidaire Dealers. Produced by a 
special staff of Service experts after months of 
research and field checks, this Guide is a com- 
plete digest of proved operating practices. 

This Operating Guide is the combined result of 
25 years’ experience by Frigidaire and thousands 
of successful Frigidaire Servicing Dealers. It 
gives authoritative answers to such important 
questions as: 


What shop equipment does a Servicing Dealer 
need ? 


How do you determine the number of Ser- 
vicemen required ? 


How can accessory sales be stimulated? 


How can Service records be used to bring 
extra profits ? 


How can Servicemen be scientifically rated, and 
compared, as to their efficiency? 


What 21 things can Servicemen do to build 
goodwill? 
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OPERATING GUIDE 
FOR FRIGIDAIRE 
SERVICING DEALERS 


Frigidaire announces 
Frigidaire Servicing Dealers 


How should Service charges be established ? 
What are accepted ways of paying Servicemen? 


Important questions? Yes! Typical of the hundreds 
answered in this easy-to-use Operating Guide 
for Servicing Dealers ...a Guide which stands 
alone in the industry for the help it gives Frigid- 
aire Dealers in stepping up profits and building 
goodwill through better Service operations! 


Another field-tested Preventive 
Service Program giving Frigid- 
aire Servicing Dealers the answer 
to that old problem: How to 
“spread the work” so a Service 
organization can be kept intact 

: and busy the whole year ’round. 
Frigidaire’s new Fall and Winter Service Program 
includes a proved plan for utilizing the “off-season” 
to provide needed service for essential refriger- 
ation equipment and help relieve hot weather 
“peaks”. . . contains valuable suggestions for im- 
proving Service operations through <i! the Service- 
man-training aids available to Frigidaire Dealers. 


b FRIGIDAIRE 
FALL AWD WINTER 
SERVICE PROGRAM 


DECEMBER, 





FOR FRIGIDAIRE SERVICEMEN: 


New Advanced Service 
Training for the hundreds 
of Servicemen who have 
completed Frigidaire’s Pri- 
mary ServiceTraining Course 
and supplemented it in recent 
months with actual, on-the- 
job experience. Five days of intensive instruction 
in all phases of Service work. Courses in every 
one of Frigidaire’s 45 districts, conducted by a staff 
of skilled instructors using methods developed by 
Frigidaire experts in Service and Service-training. 


Unique “Viso-Trainer”! Based on a device used 
for years in Frigidaire factory Service-training, 
VISO-TRAINERS are on the job this winter in all 
Frigidaire districts, helping Servicemen enrolled 
in advanced training courses. As Service-trainees 
adjust the switches, set the controls, and read the 
gauges on this unusual mechanism, they actually 
see what happens inside its transparent glass cou:- 
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ing unit. “Seeing is believing’—and “seeing is 
understanding,” too: with the VISO-TRAINER, Ser- 


_ vice-trainees learn the technical aspects of refriger- 


ation quickly, accurately, and thoroughly. 


This card is a Diploma, too: 
It assures customers that the 
Serviceman who carries it has 
finished Frigidaire’s Advanced 
Training Course. Slips into pocket 
or billfold, bears the Serviceman’s picture—giveshim 
added satisfaction in completion of training course. 





Training for Beginners; for 
Post-Graduates. Frigidaire’s 
remarkable Primary Training 
Course, available for instruction 
of inexperienced Servicemen. 
Correspondence “post-graduate” 
courses for Frigidaire Servicemen who want to add 
a final polish to their knowledge and skill. 





Many other training helps. 9 tested Training 
Films for instruction of Frigidaire Servicemen. 
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3 handy Reference Guides: 
pocket-size, illustrated, covering 
most-common Service prob- 
lems. Service Manuals contain- 
ing complete information on 
all Frigidaire products, both 
old and new. Goodwill builders for Servicemen: 
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Goodwill Talking Film, Service Call Clerk Manual. 


Help and guidance for Frigidaire Dealers in every 
phase of their Service operations... effective train- 
ing for their Servicemen—these are just two of 
the important ways Frigidaire is helping Dealers 
build for—A bigger and brighter future with Frigidaire! 


Listen fo the 
General Motors 
Symphony of the Air 
EVERY SUNDAY AFTERNOON, 
NBC NETWORK 
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THEY KNOW HOW WELL 
PORCELAINED TUBS STAND UP 


Wir neighbors all around them worried 
about the laundry problem, those lucky 
families who bought a washing machine 


from you before the war appreciate it 
more than ever today. 


Most of the washers now in service have 
tubs porcelain enameled on Armco Enam- 
eling Iron — a finish that lasts the life of 
the machine. Your customers and your 
service men have seen how dependable 
these tubs are. They know that porcelain 
enamel is not affected by heat, soap or 
washing compounds. Its smooth surface 
is as easy to clean as china, yet so hard 
that metal fasteners on whirling clothes 
cannot scratch it, P 


THEY'LL WANT THEM AGAIN 


When peace comes, your customers will 
naturally look for the washers with the 


HELP FINISH THE FIGHT - WITH WAR BONDS 
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“lifetime finish” tubs that stood by them 
during the war emergency. 


Washing machine manufacturers, now 
busy on war work, will then have even 
more efficient washers to offer. These will 
be designed to sell readily with a good 
profit for your store. And you will take 
pride in pointing out their gleaming tubs, 
especially when they are porcelain on 
Armco Enameling Iron—the most widely 
used base metal for fine porcelained prod- 
ucts. The American Rolling Mill Com- 
pany, 2541 Curtis St., Middletown, Ohio. 
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in the home. The chief objection on 
the part of housewives was as to the 
effect of the illumination on color of 
make-up, clothing and home decora- 
tion. As for the profit possible to the 
electrical industry, it was figured that 
the dollar volume for northern Cali- 
fornia in fixtures and lamps alone 
would be not less than twice the prewar 
volume. It was pointed out, however, 
that there was a danger from possible 
irresponsible firms who might spring 
up to sell this form of lighting without 
due consideration of the customer’s 
needs and requirements, skimming the 
cream from the business and leaving 
the trouble which might come later to 
be handled by others. The present sit- 
uation of the electrical industry was 
declared to be comparable to that faced 
when tungsten filament lamps first dis- 
placed carbon filaments—a possible 
first-minute loss, due to greater effi- 
ciency of the light source, but an ulti- 
mate much greater gain. 


Electricity on the Farm 


The possibilities ahead of the elec- 
trical industry on the farm were de- 
clared to be limitless by Prof. Ben D. 
Moses of the University of California. 
Professor Moses has served since its 
initiation on the Committee on the 
Relation of Electricity to Agriculture 
in the state and has directed the de- 
velopment of some 62 projects in this 
field. Professor Moses outlined some 
of the investigations now under way, 
pointing out that the use of electricity 
on the farm had advanced in the past 
fifty years from nothing to the present 
consumption of more than one and a 
quarter billion kw.-hr. per year. Elec- 
tric brooders are very extensively used, 
and there are from 15-20,000 milking 
machines in use in California, milking 
more than half the state’s 700,000 dairy 
cattle. There are ninety per cent as 
many motors for irrigating pumps as 
there are electric refrigerators. Both 
the farm as a business and the farm 
home are apt to be more extensive us- 
ers of electricity than comparable city 
units. There is more refrigeration, 
more cooking and more laundry to be 
done and the farm housewife has need 
to conserve her time for other farm 
tasks. 

Prof. Moses next outlined some of 
the investigations now under way and 
those which might be developed in the 
near future. He mentioned an electric 
brooder for pigs, lighting for bringing 
to early maturity and more eggs from 
turkeys, insulation and ventilation of 
the farm house, wall-panel heating, 
sterilizing of rice and other grains for 
storage, storage batteries for electric 
tractors, a sterilizer for all dairy uten- 
sils, electric hoe, electric knife for cut- 
ting honey comb, one-jolt electric 
fence, infra-red paint dryer, motorized 
farm sprinkler, and many other possi- 
bilities. California already stands at 
the top of the list in the number of 
electrified farms and in the amount of 
electricity used. He called upon the 
electrical industry to do its part in 
meeting the farm needs of the future. 
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AMERICA’S STRENGTH IN WAR 






Since woman's role in life is different 
from man’s, her interests, problems and 
responsibilities are different. too! For 
the most part it is men who earn the 
wage and produce the goods... but it 
is women who, as homemakers and 
individuals, purchase over 85% of all 
consumer merchandise. Because of their 
vital role as buyers, these women are 
the most important people American 
business has to talk to—if an economy 


of plenty is to be maintained in the 


SUE Mle | lhe 
7 


AND PEACE —THE PARTNERSHIP OF MAN AND WOMAN 


{7 






critical years which will follow the peace. 

Every month McCall's Magazine talks, 
in the most direct and effective way pos- 
sible, to one American woman out of 
every five in this vast consumer market. 
McCall's is able to talk to these women 


successfully in their language and in 


DOWD: 


terms of their own interests because: 


1. McCall's is edited directly to the three 
primary interests of the American 


woman—Her Heart. Her Home. Herself. 


2. McCall's “contact” method of editing 
takes McCall's Reader Researchers right 
into the homes of our readers... keeps 
McCall's editors abreast of women’s 
interests and problems... enables 
McCall's to get ideas off the printed page 


and into the reader’s mind! 


M (Me 


THREE MAGAZINES IN ONE 
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For there’s nothing finer than a 

Stromberg-Carlson, and the main 
radio in any home should be as good a radio 
as its purchaser can buy—a true musical in- 
strument—a Stromberg-Carlson radio. 


That’s the story Stromberg-Carlson is cur- 
rently telling through 50,000,000 impressions 





for the main radio 
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in leading magazines. And that is the sales 

story, we believe, about which you can most 

profitably build your postwar radio merchan- 

dising plans. For Stromberg-Carlson is: 

—the important radio unit 

—the radio unit with easy-selling public ac- 
ceptance 


os 





ma 
a 


in your home” 
ca 
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—the radio unit carrying real profit-opportunity 


Organize your postwar sales around this 
potent Stromberg-Carlson sales theme. You'll 
find the Stromberg-Carlson “main radio” a 
profit maker— whether in an outstanding table 
model, console, or radio-phonograph combin- 
ation. 


“Make it a Stromberg-Carlson.... 
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Keeping On The Safe Side Of 


The ELECTRIC STREET 


The war has created an army of home wiring 


tinkerers; and they don't know the “gun is loaded.” 


T HE Gentleman at the Adjacent 
Desk lets his lips curl and utters 
a low growl whenever people 

tak to him about folks puttering 

around their own wiring. 

He is an electrician. 

He believes that the retailer who 
sells even a switch over the counter 
should have his knuckles rapped. 

Such is the attitude of the old guard 
in the electric -industry. Competent 
and forceful, it feels that the business 
of running the wires that feed electrical 
appliances is an esoteric affair that 
should be entrusted only to the priest- 
hood of the pliers. 


Public Deing Own Work 


Unfortunately the general public is 
starting to do a bit of its own wiring. 
When the Braid Electric Co. of Nash- 
ville, Tenn., made a survey of what 
their dealers thought would be the best 
selling electrical items after the war 
the votes stacked up in favor of auto- 
matic washers, home freezers, and 
wiring supplies. 

By no stretch of the imagination 
can it be assumed that all of those deal- 
ers expect to be selling their wiring 
supplies to electricians. They are go- 
ing to be peddling them to Silly Billy 
Caldwell who-wants to run lights out to 
his chicken house, or to Belch Jones 
who is hacking a new outlet up in his 
bedroom. This phenomena is not 
necessarily true of Nashville, it ap- 
plies all over the United States. 

One of the higher-ups in the pro- 
duction of BX cable informed this 
writer, in an elbow bending moment, 
that half the BX cable sold in Chi- 
cago went through the mail order 
chains and to retailers, to customers 
who were intent on doing their own 
wiring. 

A southern utility who is lending 
a helping hand with customers made 
the following report for 7 months of 
this year: 


No. of interviews................ 36,519 
Appliance instruction given....... 60,658 
Sy Se ere 18,511 
Repair orders made.............. 1,575 
Appliances brought in for repairs.. 2,006 
Repairs referred to dealers....... 2,629 


One can deduce from this that there 
isa whale of a lot of puttering going 
on in the homes with appliances and 
electrical equipment. Not by a jugful 
were all the ailing appliances brought 
in to orthodox repair men for fixing. 

On the stage of home economics 
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presentations for the last two years 
groups of housewives have been taught 
to replace plugs, and do a lot of screw- 
driver work, with electrical equipment. 
Ever since the war started we have 
been breeding familiarity with the idea 
of home tinkering. 


Electricity Dangerous 


It is about time for somebody to 
get up and remind the folks that 
electricity is dangerous. A farmer in 
southern Minnesota saved some money 
by wiring his own dairy barn and 
installing a milking machine. He 
saved a lot of money, a St. Paul farm 
magazine reports, and turned the cows 
in for the evening milking. As they all 
took their places in the stanchions the 
switch was thrown. A lethal bolt 
shot through the bodies of 13 fine 
Holsteins, every one of them lurched 
and fell. An instant before there 
was a thriving dairy herd in the barn. 
Now, because a “hot” wire had been 
hooked unknowingly to the line of 
stanchions there remained only 13 mar- 
ketable hides and about 9 tons of meat 
and bones for the rendering plant. 

There are other stories that might 
be told about farm wiring. Down in 
Indiana a farmer had a puddle of water 
so charged with electricity that it killed 
every pig that waded into it. 

A North Central .Minnesota farm 
man thoughtfully rigged up a drop 
cord above the sink when he saw that 
his wife was standing in her own 
shadow when she washed the dishes. 
One evening, the wife with one hand 
in the dishpan reached for the little 
metal pull chain on the drop cord. She 
can’t tell what it felt like to take the 
jolt of current that ran through her 
body. She only remembers that when 
she gained consciousness she was lying 
on the kitchen floor. 

Then there is the story of the man 
who made his own brooder, got the 
light too close to the hay, and came 
home to see his barn burning down. 
Barns offer more and greater fire haz- 
ards than almost any other kind of 
building. 

Just as much trouble is going on 
in the city these days. 
Minneapolis last August took a 6-volt 
automobile fan and plugged it into 
110-v. current. It spun at such a high 
rate of speed that some of the blades 
became detached and whizzed around 
in the kitchen like a knife thrower at 
a carnival. One of them cut the throat 
of the man’s wife,.killing her. - 
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A resident of - 


How Much Should People Fool Around 
with House Wiring? 


Electricians say they should do no more than change a fuse plug. 


Yet schools 


and public 


demonstrations 


are teaching school 


children and women a lot these days; in learning how to change 


Evate! 


electricity. 


cords replace plugs 


they are 


getting a familiarity with 


In Pittsburgh an educator declares that they are also learning 


that electricity is dangerous and this warns them to watch their step. 


William A 


Benitt, Minnesota farmer, says that electric fences, 


which occasionally give a jolt to the owner, are great little re- 


minders that electricity is dangerous. Yet he opposes farmers wiring 


their own places 


In this story 


supplies at retail, 


which discusses 


the growth of the sale of wiring 


a suggestion is made that free advice and con- 


sultation will usually lead to wiring jobs for the dealer's electri- 


clans 


In Chicago on Glenview Road a 
well-to-do citizen with a pony for his 
kids improvised an electric fence, 
plugging it into the 110-volt house 
current. Fortunately the pony never 
touched the wire, but one of his boys 
did, with the result that the youngster 
was killed. 

The only son of an Evanston couple, 
while lying on a radiator reached out 
and caught hold of some home made 
Christmas tree apparatus. He was 
killed instantly. 


Early Customers Scared 


Electricity is dangerous. Yet in our 
schools, in our home economics dem- 
onstrations we are teaching the public 
to play with it. 

Present day men in the electric busi- 
ness do not appreciate how the accept- 
ance of electricity was slowed up be- 
cause the public was frightened at its 
powers. Early-day customers were 
scared away by tales that electricity 
in the house would not only burn 
the place down, but would make women 
sterile, would curdle milk, cause ner- 
vousness and a host of other ills. When 
at Sing Sing Prison a convict was 
electrocuted by alternating current, 
the competition yelled loudly, “See; 
now you know that electricity is dan- 
gerous. It kills people.” 


Slewly, as- E. R. Edkihs, formerly 


of the Commonwealth Edison Electric 
Shop, pointed out, acceptance was won 
and this inherent fear was overcome. 
Today, lulled to sleep by the record of 
electrical safety, we are starting to play 


around with the juice again, and in an ' 


2 ~~ ~~ » oe egaes 





amateur way. 

What should be done about it? Are 
there likely to be laws on the subject? 
Should a retailer carry wiring sup- 
plies? 

ELECTRICAL MERCHANDISING talked 
to a veteran in the industry on this 
angle. His feeling was that the dealer 
should sell wiring supplies now that the 
10c store and Sears Roebuck have 
blazed a path. Small stuff, particularly 
fuses, are good traffic items. “I think 
we can expect to see the public from 
now on change broken switches, run 
BX outlets about the home. The great- 
est value of the electrical supplies coun- 
ter is that it supplies a tipoff as to what 
is going on in a neighborhood. In a 
retail store. which has electricians and 
does a little contracting, the man who 
comes in with an ambitious plan is a 
sure-fire prospect for some business. 
Talk to him and point out the danger 
of the mistakes he could make. Very 
often a little job can be built up to a 
considerable amount of wiring. At any 
rate, a little good advice does a great 
deal in building goodwill. Generally 
speaking, the customer does wiring 
not because he wants to but because 


‘he feels the job too insignificant to 
-warrant calling in an. electrician: 


The electrical supplies desk is the 
spot where a job of education can be 
done to prevent a lot_of dangerous, 
foolish- mistakes being made. Here, 
competent, electricians can have a 
chance to meet the public face to face, 
and will haye more influence in guiding 
each customer than reams of publicity 
would, have. 
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“ONLY NORGE OFFERS 
THE PROFITS OF THIS COMPLETE 
LINE OF MAJOR APPLIANCES!” 


production @ 
war materign’’ 
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Comnare NORGE with Other Combination Lines! 


When you consider the complete Norge line you'll agree that with Norge refrigerators, Norge 
gas and electric ranges, Norge washers and Norge home heaters, you will have a leader in 
all five of the major volume fields. Facts and figures prove that among all major appliances 


these five produce the greatest unit sales. 












































sitelp Company Comgney Company Company 
REFRIGERATION’ - Yes Yes Yes Yes Yes 
LAUNDRY EQUIPMENT Yes No ‘No Yes. Yes 
GAS RANGES Yes No No No No 
ELECTRIC RANGES Yes Yes ' Yes Yes Yes 
HOME HEATERS Yes No No No No 
Many... and powerful ... are the profit advantages More and more, successful dealers are realizing 


Norge offers aggressive dealers. A complete line of 


major household appliances all under one famous name! 


Every successful dealer knows that one outstanding 
appliance will sell another of the same brand. A family 
pleased with a Norge Rollator refrigerator is a ready 
prospect for a Norge range. That's basic appliance 
selling! And it’s just one of the many sound reasons 


why Norge dealers will enjoy the profits of extra sales. 


NORGE DIVISION, 


the many advantages in presenting a complete line 
of major household appliances styled, engineered and 
precision-built under the famous name of Norge. They 
agree that specialization on one line brings greater 
public identification, better advertising value, easier 
selling, closer wholesaler cooperation, greater economy 
and reduced inventory demands. Which all add up to 
more profit for them! That is why everybody says, 


You have a great future with Norge.” 


BORG-WARNER CORPORATION, DETROIT 26, MICHIGAN 





A BORG-WARNER INDUSTRY 
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Und rwriters Laboratories approval. 
e Unde 


for easy 


Our plant facilities have been largely de- 
voted to making war goods, but we are now pre- 
pared to swing back into peacetime production 
of Armstrong Products. 


Just as soon as regulations and conditions 
permit, we will follow a fair quota system to take 


care of all your orders as promptly as possible. 


ARMSTRONG PRODUCTS CORP. 


DEPT. EM, HUNTINGTON, W. VIRGINIA. 
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Ruth Graham always travels with a mirror that 
reveals what's cooking in the pot on the stove. 


The Lowdown 
On Good Range 
Demonstrations 


Range shows promise to grow in popularity 
as a means of reaching farm trade, says 


RUTH GRAHAM 


of Electromasters Nancy Pepper Kitchen 


HILDHOOD is full of pranks 

where little boys and girls rush 
about with a salt cellar, trying to put 
salt on a bird’s tail. They have been 
told that this is the easiest way to catch 
him. In every community right now 
a lot of retailers are wondering what 
is the easiest method to reach out and 
catch future range customers. They 
know they exist, but how to smoke 
them out? 

The minute the curtain rolls up on 
production lines, finding out the names 
of homemakers in need of a new range 
is going to be a mighty pertinent 
question. Ruth Graham, director of 
the Nancy Pepper Kitchen at Electro- 
master, Inc., in ;Detroit, says, “One 
of the best ways to obtain live prospect 
lists is actual demonstration of electric 
cooking. 

“Tt can be safely assumed,” Miss 
Graham asserts, “that a high percent- 
age of the stoves now in use are faulty. 
The job is to make these women quit 


DECEMBER, 


tolerating their makeshifts and take 
action.” 

The demonstration, in addition to 
pointing out the many advantages oi 
electrical cooking over other methods, 
also serves to bring to the attention 
of the housewife, the modern cooking 
safeguards and advantages that her 
stove does not have. 


Ruth Graham's Suggestions 


Ruth Graham, veteran at the busi- 
ness, offers a few suggestions of 4 
mechanical nature to insure a success- 
ful demonstration. 

“The best time of the day for a suc- 
cessful demonstration is in the after- 
noon from 2 o’clock until 3:30 or 4 
o’clock,” she states. “However, many 
evening shows which include husband 
as well as wife in the audience have 
been successful. The evening show 
offers the undoubted advantage of the 
possibility of getting the signature on 

(Continued on page 54) 
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The fundamentals of Television...the “ABD” of Dealers who want to get down to fundamentals 
tomorrow’s dynamic new art...all go back to Allen —_—in appraising the profit possibilities of Television, 
B. DuMont. It was his development of the DuMont would do well to consult the “ABD” of this great 
Cathode-ray Tube that produced the first clear pic- new business...and inquire directly of the Allen B. 


























ture on a Television screen ...and made home Tele- DuMont Laboratories. Their future customers are 
vision receivers commercially practical. It was he who already being pre-sold by DuMont’s national adver- 
I take brought telecasting to the point where it is actually _tising... which has conscientiously taught the public 
on to ready for tomorrow’s peacetime use... through the — the ABD’s of home Television. These prospective 
zes of , ; fs , ; , 
thods, design and construction of 3 of America’s 9 stations, customers will recognize the DuMont Dealer as i 
ti : . ° - * >» 
’ king and continuous operation of the DuMont experi- Television Headquarters.” Take the first step 
. mental station in New York. Appropriately, this | toward this profit-making franchise...write the 
station has the official call letters WABD. Allen B. DuMont Laboratories today. 
busi- 
of a Copyright, 1944, Allen B, DuMont Loboratories, Inc. 
ICCess- 
a suc- 7 a "a _ 2 eRe 
ef Rectstov.CCecteontis ard (evs 
| or 
many 
sband 
- have ALLEN B. DuMONT LABORATORIES, INC., GENERAL OFFICES AND PLANT, 2 MAIN AVENUE, PASSAIC, N. J. 
ryt TELEVISION STUDIOS AND STATION WABD, 515 MADISON AVENUE, NEW YORK 22, NEW YORK 
of the 
ire on 
a 
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Wired for electricity! Those were dangerous words in the 
Nineties. Newspapers reported dozens of domestic catastro- 
phes caused by loose-strung wires and unpredictable electric 
gadgets. The public was wary of volts, watts and amperes. 


But if many were fearful, there were some who dared. By 1893, 
the Columbian Exposition was showing electric irons, ovens, 
frying pans, percolators, toasters and water-heaters. Electricity 


was here to stay. 


The readers of HOUSE & GARDEN have always bought new 
things first. Electric irons in the Nineties—television, air-con- 
ditioning and deep-freezing today. Tell this “entering-wedge” 
market about your product. Sell your first customer first 
through the pages of HOUSE & GARDEN. 


Sell America’s entering-wedge market with 


House & Garden 


The first electrical appliance to make its debut was the 

iron in 1890. A complete electric stove was ready for the public 

by 1909... proving how quickly a market develops when the 

leaders have paved the way. Millions of customers follow in 

the path of America’s pace-makers who are readers of HOUSE & GARDEN. 





THE CONDE NAST PUBLICATIONS INC., 420 LEXINGTON AVENUE. NEWYORK 17 





High-Class 
Range Demonstrations 


ees CONTINUED FROM PAGE 52 cmmmmmmenn 


the dotted line,” Miss Graham adds, 
“Any day of the week except Satur- 
day or Sunday is satisfactory.” 

Checking to make sure that the 
range is level, that the thermostat is 
calibrated, and that all units are in A-] 
working order is essential to the suc- 
cess of any demonstration, Miss Gra- 
ham stresses. 


Do Measuring First 


She recommends that all measuring 
and preparatory mixing of foodstuffs 
be done before the show. In a cook- 
ing school women come to see food 
mixed, but in an electrical demonstra- 
tion the purpose is teaching electrical 
cooking—not how to prepare the food. 
This point is especially important when 
men are invited. The male member 
always gets a huge thrill out of seeing 
a batch of food go into the oven later 
to come out browned perfectly, and all 
without attention. 

A meeting should not last longer 
than two hours, and preferably not 
more than one and one-half hours. 

If the audience is small, the food 
used in the demonstration may be 
served to the audience, Miss Graham 
points out. However, if the quantities 
are insufficient to serve everyone in 
the crowd then the food may be given 
as prizes. 

A central, easily accessible place is 
best for a demonstration, but the lo- 
cation will vary with local conditions. 
If the proprietor is able to seat 50 or 
60 people in his store, it is an ideal 
place to hold a demonstration, Miss 
Graham thinks. This type of location 
adds the advantages of familiarizing 
prospects with his store. 


Personal Invitation Best 


Miss Graham thinks that personal in- 
vitations form the best advertisements. 
Phone calls to homemakers are one 
of the least expensive means of drum- 
ming up acrowd. Advertising is good, 
particularly for a large crowd. Writ- 
ten invitations succeed very well. 

The operation of the electric range 
must be carefully and simply explained 
throughout the demonstration. In this 
connection; Miss Graham suggests that 
preparation of common inexpensive 
foods such as the women will use in 
their daily three-a-day task, better 
serves to illustrate electric cooking 
superiority than intriguing fancy 
recipes. A complete demonstration 
should include every type of cooking. 
These include: skillet meals, vegetable 
cooking, deep well cooking, complete 
oven meals, and bread, cakes or pas- 
tries to show evenness of browning. 

Whenever possible a dramatized 
demonstration may be used very ef 
fectively. They may be in the form of 
skits, or playlets. Engrossed in the 
skit, hearers forget that they are being 
sold. With sales resistance down, the 
prospect is more easily converted into 
a customer—the aim of the demonstra- 
tion. 


PAGE 54 DECEMBER, 1944—ELECTRICAL MERCHANDISING 








ns 



























Rule No. 1 for successful selling . . . wartime or 
adds. peacetime . . . feature a motor your customers trust 
atur- — Westinghouse. 

the The habit of trusting Westinghouse motors dates 
at is back over half a century . . . is constantly renewed 
A-l , by the performance of millions of appliances in 
suc- 
Gel use today that are powered by Westinghouse 
motors. 
Westinghouse motor-acceptance is a busy busi- 
ness builder . . . it keeps customers in the habit of 
— coming to you. And the Westinghouse “Over-the- 
+ Counter’”’ Motor Exchange Service for fractional 
food horsepower motors takes all the grief out of motor 
aire: servicing . . . and keeps customers happy. 
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EXHIBITION HALL 


Palmer House _. «chicago 


Jan. 7-12, inclusive 
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THE NEW AND GREATER 








Fast approaching is the day when thousands of cash-in-hand customers will 
be flocking to appliance stores all over America...to see and to buy an 
entirely new kind of home laundry luxury...ABC-O-MATIC, the washer 


that will be a dream cometrue! For... 


ABC-O-MATIC BANISHES THE 
“MUSS AND FUSS” OF 
OLD-FASHIONED WASHDAYS 


NO more rinse tubs to fill, empty and clean 





ABC-O-MATIC WASHER ... for effortless washing 


NO more lifting of “water-filled”’ clothes in the rinsing process Washes automatically... rinses automatically ...damg¢ 
dries automatically...delivers to the laundry bask 
automatically...FASTER, EASIER, CLEANER. 








NO more hand rubbing of clothes 














NO more “washday wet’ messy basement or kitchen floor 


NO more untidy ‘“‘washday” shoes and dresses 


YES, ABC-O-MATIC DOES IT BETTER! 


Yet—it does so without sacrificing the agitator principle of FAST, CLEAN 
washing. In addition, ABC-O-MATIC sets a new standard in better rinsing 


results, with its Automatic ‘“Scum-free” Rinser. 









The future looks mighty bright for ABC dealers. Every home that has 





oy ” . ABC-O-MATIC IRONER ... for effortless ironing 
electricity and running water is a prospect. Continuous rotary ironing. Stationary pressing, shirt 
ironiag action through unique to-and-fro action th 
duplicates ironing done with hand iron. 








WASHERS AND IRONERS 
ALTORFER BROS. COMPANY : PEORIA, ILLINOIS 








NASHERS AND IRONERS TOMORROW! 








PAGE 5&8 





NEWSMAKER...1939 


“The Neverlift,” a slick little trick that 
takes most of the work out of ironing, made 
news in 1939. It was a Proctor “first,” a 





Proctor exclusive. 


NEWSMAKER...194X = \ 


Look for brand new “firsts” in post-war appli- \ 
ances by Proctor. Making news in appliance 
merchandising is a habit with Proctor designers 

and engineers. Meanwhile let’s all “Back the - \ 
Attack” with War Bonds. 


PROCTOR 


NEWSAIARER. IN APPLIANCE MERCHANDISING 


PROCTOR ELECTRIC COMPANY—DIVISION, PROCTOR & SCHWARTZ, INC., PHILADELPHIA 40, PA. 








How To Stay in Business 





ployed as operators, comparatively 
new-comers to the organization. Still 
others, of course, may return after 
Army service or drift back from other 
wartime jobs. In any event, there will 
be no lack of capable, experienced man- 
power in the Goodling Electric when 
the appliance manufacturers again turn 
the wheels. Eyster’s farsighted move 
neatly settled that situation. 

Although the lease on the Goodling 
Electric’s present store location does 
not expire until 1946, the company 
already has selected its site for its 
post-war operation, Currently an 
auto parking lot with a 61-foot front 
and 235 feet deep, Eyster bought the 
property several months ago, after first 
carefully clocking pedestrian traffic 
there and comparing results with other 
locations in the city. Midway in the 
second block from York’s main square, 
this plot is flanked by active businesses 
including a large mail order store, a 
gas utility, two large department 
stores, a bank, a radio store and other 
lesser concerns. It is being continued 
as a parking lot until building actually 
gets under way. 

The plans for the new building now 
are on the drawing board. It will be 
35 feet wide and 125 feet deep, leaving 
a wide alley on one side and a large 
open area in the rear affording con- 
venient parking, generally a tight sit- 
uation in the shopping area in this 
city. Eyster rates this factor distinctly 
advantageous to his post-war oper- 
ation. While this building originally 
will be held to one floor, the construc- 
tion is designed to allow the later 
addition of several more floors. 

Final decisions still have to be 
reached regarding appliance display 
arrangements in the new store. Mean- 
while, Paul Haldeman is collecting in- 
formation on this subject from a num- 
ber of sources. As for the front of the 
store, the plans provide for a wide 
expanse of glass and highly-attractive 
windows. 


The Post-War Timetable 


As a result of these moves, Eyster 
foresees future developments as fol- 
lows: 

“The end of the war undoubtedly 
will knock the props, temporarily, 
from under the machine shop division. 
At the same time it will free the ap- 
pliance manufacturers. They have re- 
conversion problems, however, so 
appliances certainly won’t reach us in 
any volume for quite some time after 
V-E Day. 

“At the same time, construction ma- 
terials will become more readily avail- 
able and builders will be able to dig up 
more manpower. Building costs should 
stay in line. Thus, as I see the pic- 
ture, everything keys together pretty 
well. 

“When the manufacturers take their 
first real steps toward reconversion to 
large output, we start construction on 
our building. The new store should 
be ready by the time heavy deliveries 
of appliances reach us. As you know, 
our post-war organization is ready to 
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swing into action on short notice. The 
machine shop division will continue ty 
function, possibly making parts fo 
some nearby manufacturer, and ther 
will be sufficient manpower left in the 
plant to head up a reorganizatio, 
with some new employees assisting 
them. 

“As for what we'll sell, where we'l 
push hardest, what quotas will be set, 
a survey we now are conducting shoul 
give us most of these answers. No 
department now functioning will kh 
dropped overboard. Lines of small 
appliances now are being investigated 
and final decisions as to brands may 
shortly be made. We'll also settle o 
radios at the same time. 

“No immediate action is contem- 
plated on television. We'll have ty 
see how it goes before we take th 
plunge. Yes, I know we moved rapidly 
on the machine shop division but norn- 
ally we keep both feet solidly on th 
ground. We’re wary of high-pressure 
outside selling programs, for instance, 
and just mark time cautiously on any- 
thing new. Then, when we do ste 
in, we let fly with everything we 
have.” 


Making Own Survey 


The survey mentioned in the fore 
going is another progressive move by 
Eyster’s organization. It may be in 
the cards for the future but as yet it 
is by no means a common occurrence 
for a retail appliance outlet to appro 
priate around $600 in cash for a 
house-to-house survey of appliances 
entirely on its own hook. 

The aim of this survey is to estab- 
lish an accurate gauge of the marke 
potential for various appliances in this 
trading area. Answers to the leading 
set of questions will reveal saturation 
The next several queries relate to serv- 
ice. The heading on the third section 
of the survey is “What appliances 
you consider purchasing after the 
war?” Under this heading is another 
list of the various types of appliances, 
complete from range and refrigerator 
to sweeper and garbage disposer. _ 

The final questions probe the poss 
bility of building a new home or ft 
modeling the kitchen in post-war. Al 
questions are carried on a single shet 
of paper, with plenty of space fo 
special remarks at the bottom. Tit 
interviewer can check off the answers 
in the proper places in short order. 


Replies Are Frank 


When making the rounds on te 
survey, the woman who rings the doo 
bells does not identify herself as # 
Goodling Electric employee. Unde 
the circumstances, the company 
ceives many unsolicited bouquets 
its sales and service policies. Also, ti 
firm learns some things about its ope" 
ation it never suspected. In this ty? 
of survey, no punches are pulled 
Complaints are volunteered in & 
varnished terms. It will be anothe 
two months however, before the st" 





vey is completed and the final sco 
can be tabulated. 
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Tuere’s no place like HOME—for comfort. 
There’s no place like HOME—for serenity. There’s 
no place like HOME—for reading. And that’s why 
The Chicago Daily News is Chicago’s BASIC adver- 
tising medium. 

More than a million reader-friends have chosen 
The Daily News to be their family newspaper; to be 
the one they can enjoy most thoughtfully and thor- 
oughly in their HOME environment and evening 
leisure. They are Chicago’s key audience. Their needs 





and desires are countless. And they reward adver- 
tisers with abundant response. 


Year in and year out advertisers have experienced 
the profitable productivity of The Daily News—a vital 
HOME newspaper with a million fold, loyal following. 
In consequence, for 43 consecutive years The Daily 
News has carried more Total Display linage than any 
other Chicago newspaper — morning, evening or Sun- 
day.* The Daily News couldn’t have such a leadership 
record if it were not 


CHICAGO’S BASIC ADVERTISING MEDIUM 


*For fair comparison, liquor linage omitted since The Daily News does not accept advertising for alcoholic beverages. 





DISING 


THE CHICAGO DAILY NEWS 


FOR 68 YEARS CHICAGO'S HOME NEWSPAPER 
ITS PLACE IN THE HOME IS ONE OF 
RESPECT AND TRUST 


DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO 


NEW YORK OFFICE: 9 Rockefeller Plazo 
DETROIT OFFICE: 7-218 General Motors Building 


SAN FRANCISCO OFFICE: Hobart Building 
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“SIDE-HEET” 
APPLICATION 


Yes, you can even bake a cake A 242 lb. whole chicken, or 5 lbs. 
in the Monarch Surface Oven. of jointed chicken, can be roasted 
to a tender brown. 





hee offer as soon as Electric Ranges 
are again on the market. Now is a good © 
time to make sure that YOU have the 

selling advantages of Monarch’s many 

exclusive features with a MONARCH 

exclusive franchise. 


Sauerkraut and spare-ribs is a If “weenies” are preferred with : MALLEABL IRON RANGE co. 


“natural. “Side heet” browns sauerkraut, here’s a clever way 3294 Lake St. Beaver Dam, Wis. 
ribs while sauerkraut steams. to do it. 
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¥ - Electrically heated water in the post-war 
_ kitchen will go hand in hand with elec- 
tric cooking. Which means that you, as 
_ @ Monarch dealer, can make two sales 
oe. _ instead of one, two profits. Check with 
. S ae “the factory now and get lined up on 


RANGE CO. 
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ie Electric Water Heater franchise. 
_ MALLEABLE IRON 







3294 Lake St. Beaver Dam,. Wis. 


ine THE ENTIRE FAMILY IN HOT WATER 
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CLARK WATER HEATER DIVISION. 
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“Appliances Fifth Floor” 





the store, taking others only when the 
store-sold priorities are met. The 
store, however, is proud of its record 
of keeping its own equipment in good 
working order and feels sure that this 
will be a help when merchandising of 
appliances is again resumed. 

This same store is very cautious on 
the subject of new equipment which 
may be available when war is over. 
Because it believes in a “keep them 
running” policy, its manager is reluct- 
ant to handle any appliance until it 
has been tried out for a year or two 
and the kinks ironed out. 

This manager is concerned about 
the stand taken by manufacturers in 
appealing to the government for super- 
vision and allotment of materials dur- 
ing the reconversion period. He be- 
lieves that these firms should consider 
very carefully whether or not they 
wished the government to restrict 
manufacture by certain firms in favor 
of others, even during the chaotic per- 
iod of changeover to peacetime con- 
ditions. “The first thing you know,” 
he warns, “they will be requiring a 
“certificate of necessity and conveni- 
ence” before a man will be allowed to 
start a business of any kind, manu- 
facturing or retail.” 

Another manager, acknowledging 
that so far it has been impossible to 
break even on the electrical depart- 
ment, points out that this was because 
of the “fictions of bookkeeping” which 
charged items of overhead against all 
departments although they were pri- 
marily a burden belonging to one. On 
its own merits and with an accounting 
system comparable to that of the small 
store, he believes that the electrical de- 
partment must carry itself, if it is to be 
justified. He feels that the entire 
matter of margins should be discussed 


ya ae 


sk 


2. 
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frankly from the retailers’ viewpoint. 
He does not believe it possible for the 
retailer, or the manufacturers, to state 
in advance what margins can be suc- 
cessfully adopted. During the war 
period, ceiling prices have lowered 
margins on much merchandise, but the 
department stores nevertheless have 
been able to operate at a greater profit 
than formerly. This is because cur. 
tailed deliveries, restriction of credit 
and other enforced economies of opera- 
tion have reduced the store’s overhead, 
Whether or not these will be resumed 
at full pre-war operation remains to be 
seen, and will determine in large 
measure under what margins a depart- 
ment store can afford to handle elec- 
trical appliances. 


New Equipment Opportunities 


This store, as well as others, is defin. 
itely interested in the new fields which 
may be opened up by post-war equip- 
ment. The manager believes that the 
public is so genuinely interested in 
the progress which may have been 
made through war inventions later 
turned to peacetime uses, that there 
will be a big market for any genuine 
advances—and he does not intend to 
miss out. He plans to handle tele- 
vision as soon as that is available, as 
well as advanced models in refrigera- 
tors, ranges, air conditioning equip- 
ment, home freezers, and what may de- 
velop. This store before the war was 
just beginning to find its feet in the 
electrical field. but plans indicate now 
that it will make this a major depart- 
ment after the war, 

One of the problems brought up by 
a department store head was the possi- 
bility of obtaining major appliances 
which might be put out under the 
store's own brand name. He recog- 

















Department stores generally are planning to go into the service business to what- 
ever extent necessary to keep their own appliances in working order 


DECEMBER, 
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Hats off to the 
Crosley Loyal Legion 


liats off!—because Crosley distributors and 
dealers have enabled untold thousands of homes 
to enjoy dependable service from their Crosley 
products despite the war-enforced shortages of 














replacement parts and manpower skilled in 
making service repairs. 


s IN comMUNITIES all over the country these 
loyal Crosley associates have applicd their 
mechanical ingenuity to making repairs. when 
new parts were not available. They have taught 
inexperienced workers to do skilled service 
work. All in all they have done an outstanding 
war-time job. 


= As A RESULT, many thousands of unreplace- 
able household appliances have been kept in 
service. Many thousands of families have con- 
tinued to enjoy the convenience and economy 
and pleasure of their present radios, refrigera- 


tors, ranges, washers, ironers, and other house- 


hold appliances. 


z CROSLEY distributors and dealers will serve 
their communities when Crosley’s “postwar” 
products are available. They know, as no others 
possibly can, the quality, the dependable per- 
formance, and the extra user features that were 
built into Crosley prewar products* and that 
will be provided in still larger measure in 
Crosley products to come. 























*The Crosley Shelvador f 
Refrigerator 


*The Floating Jewel} 
Toxe System on Crosley 
l.adio-Phonographs 


e IN ceHaLF cf the millions cf users of all’ 
kinds of electrical products, particularly those 
whose appliances by reason of age, wear or even 
neglect have needed attention, we say “ “Hats 
off!’—to Crosley distributors and dealers for 


their outstanding wartime service record.” 
; {Reg. U. S. Pat. Off. 


CROSLEY. 


THE CROSLEY 


CINCINNATI, 


CORPORATION 


OHIO 


e * ” 
PEACETIME MANUFACTURERS OF RADIOS, REFRIGERATORS, HOUSEHOLD APPLIANCES AND THE CROSLEY CAR ¢ HOME OF WLW “THE NATION'S STATION 


SEE CROSLEY EXHIBIT, JANUARY 4th TO 13th—SPACES 44 TO 48 INCLUSIVE—17th FLOOR, AMERICAN FURNITURE % 
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XTENSIVE APPLIANCE surveys ‘emphatically indicate 
E that tomorrow’s housewife, and her family, too, ex- 
pects plenty before she says ‘‘I’ll buy it’’. Quality crafts- 
manship, modern design, economy of operation, labor- 
saving performance and minimum servicing—these she 
will insist upon! 

For two-and-a-half years International’s production has 
been devoted exclusively to an important military device. 
Through the rigid precision standards demanded by this 
exacting type of war equipment we have gained greatly in 
both engineering and manufacturing skill. 

Following the completion of our engineering work on 
this vital war device International engineers were again 
free to devote an appreciable portion of their time to the 
design and development of several appliances of national- 
appeal, which we will introduce as soon as consumer- 
goods manufacture is made possible. 

With this new family of budding young members, it is 
our intention to make International a ‘‘wanted’’ home 


product among wholesaler, dealer and consumer. 


INTERNATIONAL 


1033 Metropolitan Avenue . Brooklyn 6, New York 
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Hard-hitting sales-promotion and 
aggressive advertising made possible 
the famous pre-war 


EAA LANE 


Both will again be powerful factors in 
tomorrow’s International sales plan. 
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“Appliances Fifth 
Floor” 
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nized the reluctance of standard brand 
manufacturers to relinquish the right 
to their own nameplate, but he is flirt. 
ing with the idea that some of the 
newcomers in the field without an es- 
tablished sales organization may be 
glad to have a few large outlets take 
over their output. The reason for 
this is obvious. The standard brand, 
which is handled by small dealers and 
large, can often be purchased at an 
advantage to the customer in the 
neighborhood store, not because prices 
are not maintained, but because 
prompter service can be offered. This 
leaves the department store with no 
advantage of its pwn. It becomes 
merely a mart where brand names can 
be conveniently secured, but without 
the distinctive prestige which is possi- 
ble in handling such anonymous mer- 
chandise as women’s wear. There are, 
of course, some exceptions in handling 
brand products that have worked 
out well for the store, such as cos- 
metics, which are now handled almost 
entirely on the basis of their national 
reputation as brand names. The de- 
partment store, however, prefers to 
build up its own local reputation and 
is casting about to see whether new 
conditions in the electrical field may 
make that possible after the war. 


The Service Question 


The question of service is recognized 
as important by all of the department 
stores, even those which now are com- 
pletely out of the electrical field and 
which must refer their own customers 
to outside repair shops. They do not 
wish to be caught in this predicament 
again and most of them plan to go into 
the service business to whatever extent 
is: necessary to keep their own appli- 
ances in good working order. For this 
reason, there undoubtedly will be some 
competition in the matter of how much 
free service is to be given. All agree 
that manufacturers’ guarantees should 
be more plainly written and that no 
false ideas as to free service should 
be given the customer by national ad- 
vertising, but they all plan to “take 
care of their own equipment” to what- 
ever extent is required. 

Several of the stores before the war 
had men in the field, but none of them 
in this locality plan to resume this 
type of selling immediately when the 
war is over. This is due in part to 
the local union situation which makes 
this form of employment too expensive 
to be profitable. One manager, how- 
ever, said that he would install a field 
force whenever it looked like a good 
idea—not waiting to be forced by chain 
stores into this type of merchandising. 
Immediately after the war, however, he 
thought that there would not be enough 
merchandise available to warrant put- 
ting men in the field. 

All plans, of course, are fluid. The 
department stores are keeping their 
names before the public in the appli- 
ance field if only by ads telling why 
they do not have appliances for sale at 
the present time. And they are keep- 
ing “electrical equipment” listed in 
their directories. 
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TO MAGU/RE HOME RADIO 2/7 


It's entirely new and different. It's an excellent fea- 
ture-filled product. It's exactly what your customers 
will want. It's backed by a liberal dealer policy. It's 
just what you've been looking forward to selling 
in the post-Victory market! 

Plenty has happened in the field of electronics 
since the last home radio sets were made. New 
materials, new devices... new men have forged to 
the front in answer to the demands of total War. 
Emergency sires leadership that will not falter or 
cease at the War's end, but rather will welcome 
Peace as a magnificent opportunity for further ad- 
vancement... Maguire war-won leadership... in the 
electronics field; in the small arms field (“ Tommy” 
guns and other small arms); in the food processing 


a” 
ANEW NOTE IN) HOME RADIO 


GREENWICH © STAMFORD © BRIDGEPORT © NEW MILFORD © NEW YORK 
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field; in the oil producing industry... will continue 
with the same full vigor after Victory. Only the best 
can produce the best! This policy has been in- 
strumental in assembling many of the nation's fore- 
most scientists, engineers, designers and technicians 
at Maguire Industries, Inc. The combined efforts of 
these men have produced a line of Maguire Home 
Radio Receivers that establish a new high in inter- 
ference-free reception, tonal quality and uninter- 
rupted operation. 

Don't discount new leadership produced by the 
War. Investigate Maguire Home Radio. For full in- 
formation, write Maguire Industries, Inc., Electronics 
Division, 342 West Putnam Avenue, Greenwich, 
Connecticut ... today! 
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(\ EASY WAYS TO 


.. and build up your G-E lamp sales | ?: 





MAKE IT EASY for customers to buy. ? USE THIS QUICKIE—it’s an eye-stop- LET THIS HANDY SHELF DISPLAY 

Simple display made by packing per you can hang anywhere— remind customers and make 
empty G-E cartons and wrappers takes only a minute or less to put up more sales for you. Speeds up your 
onto a packing carton. on your light cords. service, too. 











: —— ee 
= aoe lt Wu re ae 
=a ry - 4 oo 
|S: aa? 
7 WATCH PROFITS JUMP when you 8 SET UP COMPLETE DISPLAYS, featur- FEATURE G-E LAMPS with unique 
put in an attractive island dis- ing all kinds of G-E lamps— displays like this made by in- 
play like this one. It’s easy to stock fluorescent and others. The more you serting bulbs in chicken wire mesh 
— stays put—helps customers buy! display, the more you sell. stretched over wood frame. 
IT’S EASY TO SELL G-E. Here’s why: Everybody needs lamp bulbs. Surveys show more and more people prefer 
G-E Mazda lamps. They know G-E means high quality and performance. And consistent G-E national advertising 
reminds millions that G-E lamp research gives them more and more light at lower cost than ever before. 
Hear the General Electric radio programs: “The G-E All-Girl Orchestra’, Sunday 10 p. m. EWT, NBC; “The World Today’ news, every weekday 6:45 p. m. EWT, CBS. KE 


GENERAL @ ELECTRIC 
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Chances are that you may have used one or more of these ideas before. Maybe you are now using some of them. 
But a// of them are tested display ideas that will click with good customers and prospects. Each display shown 
here features quick set-up time, easy handling, and strong sales appeal. Try these ideas in your own store—and 
watch your customers buy more G-E Mazda lamps! 








SERVICE COUNTER DISPLAYS like this 

are a constant reminder to cus- 
tomers that you sell lamps “Made 
to Stay Brighter Longer.” 


PUT IN A WINDOW display of G-E 6 KEEP G-E MERCHANDISERS well 

lamps and bring in more cus- stocked with G-E lamps. Tie in 
tomers—more people prefer Gen- with G-E’s national advertising, too 
eral Electric quality. —and watch your sales go up! 


NEW G-E DISPLAY MATERIAL 


Many a retailer knows the sales-building power in pre-tested G-E display materials. 
New sales helps—shown below—offer a strong tie-in with G-E national advertising, 





help you sell more merchandise and boost your profits. Sales helps like these are 
distributed regularly. Get them from your G-E lamp supplier. 
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G-E MAZDA LAMPS 
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THE EXTRA PROTECTION 
‘THAT ASSURES PERFORMANCE 


SUNLIGHT MOTORS 








One feature alone did not give Sunlight frac- 


us , ; : 
| Sy NS tional-horsepower motors their reputation for 
+> dependable performance. It is the accumula- 
To 


| tion of those features—the “extras” which 
mean so much to quality—that has long 
influenced scores of manufacturers to specify Sunlight 


_ motors in their products. 


Those “extras” are based on a sound knowledge of what 
an electric motor needs for top performance under widely 
| varying working conditions. They represent technical 
skill developed in manufacturing more than eight million 
Sunlight motors during 28 years ... the design know-how 
that has eliminated all “bugs.’”’ This means a lot to users. 


,| For extra protection Sunlight motors have: 


Extra-heavy coatings of dielectric insulation on all wiring—to guard 
| against short circuits and the danger of burning out the motor. 


’. Extra power through full-rated starting capacity—to prevent starting 
strains. Sunlight motors have up to three times the rated starting capacity, 
for safety. 


3. Full-gauge copper wire—to reduce heat generation in armature 


4. Diamond-bored bearings— microscopically smooth—to provide trouble- 
free performance. 


5» Self-oiling cast-bronze journals—to reduce friction and the chance 
of motor neglect. Sunlight motors require minimum servicing. 


’ 


Couple these “extras” with engineering know-how and 
extensive manufacturing facilities and you will know why 

Sunlight motors are specified to power many of the coun- 
try’s leading makes of electrical appliances. * 


JNUGHT MOTORS FOR COMPRESSORS + IRONERS +» WASHING MACHINES 
POWER-DRIVEN BENCH TOOLS + STOKERS + WATER PUMPS + REFRIGERATORS 
MILK SEPARATORS + MILKING MACHINES + OL BURNERS «+ VENTILATORS 


FURNACE BLOWERS «+ 


AND MANY OTHER APPLICATIONS 
We Can’t Let Up Now—BUY MORE WAR BONDS 
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A Radio Dealer’s Plan for G. I. Joe 
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Alterations soon to be completed include a wide arch in the wall behind Bradley, afford- 
ing customers a clear view of repairmen in ten service booths being installed in rear. 


cent of it. Mechanically, he must be 
able to analyze from the surface of a 
set the probable troubles to be found 
inside the set and he must be able to 
diseuss his analysis intelligently with 
the customer. He must be able to re- 
move a chasis from a cabinet without 
fumbling. Tube replacement is the only 
service rendered on the spot. In fact, 
he carries no other parts. He should 
make no promises we can’t keep. That’s 
the other 10 per cent and we'll put just 
as much training effort into a G. I. 
for this position as for a prospective 
benchman. After all, we want an 
organization of 30 here so we'll place 
good men as fast as we can find them. 
We never want to be caught again, as 
at the beginning of this war, without 
promising apprentices coming along.” 


How does that Keyport store come into 
the picture? 


“We'll show that sample store to any 
radio-minded war veteran who we 
think sufficiently capable along busi- 
ness lines to handle a similar proposi- 
tion. Some unfortunately think all 
there is to getting into this business is 
to lease a store, get the key, write a 
couple of manufacturers and start sell- 
ing. They overlook stock control, 
bookkeeping, banking and all the other 
necessary phases of the business. These 
should be discouraged from opening an 
outlet of their own and should be per- 
suaded to try another tack, 

“As for any man we think able to 
make the grade, we immediately show 
him everything possible about the 
operation of the Keyport store, stress- 
ing the importance of maintenance 
work along with sales. The books are 
open for his inspection. If he wants 
to go ahead, but lacks finances, we'll 
even help him out on that end. He can 
pick his own location, name his sign, 
and in 48 hours we'll open it for him. 

“You think not? Well, here’s the 
proof. That model store is 25 feet 
deep and has a 12-foot front. We set 
it up last June and coasted along with 
it for awhile. Then, when it looked 
good to us, we made a test. We 
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changed it over completely: lights, 
cases, signs, display racks, painting, 
everything, after moving all the stock 
out, too. We reopened in three days, 
complete to the last detail as it now 
stands. That was from scratch. In 
the future, we plan to have our dis- 
plays, racks, counters, unit stock lay- 
out, ete., all ready to go. This will 
cut the time in half. Announcements 
can be mailed immediately, modest ad- 
vertising schedules can be started and 
as soon as possible thereafter, tele- 
phone listings secured in the classified 
section of the book. 


Appliances To Come Post-War 


“In post-war, such a store will be 
stocked with two or three console 
models and a full line of small radios. 
The record department won’t be neg- 
lected either. Further, we expect to 
have a line of appliances for these 
stores. On big ticket merchandise 
which the dealer may not want to 
carry because of space or other con- 
siderations, he always can bring his 
prospect to our Red Bank show room 
and close his sales there with no loss 
in his margin.” 


Why was Keyport selected for the test 
store and who operates it? 


“There are approximately 3,000 
vear-around homes in Keyport and the 
four surrounding towns. There are 
nearly 4,000 telephones in Keyport and 
the two larger nearby towns. This 
area always has rung us heavily on 
the service wire. It is representative 
of a typical community in our terri- 
tory. 

“Tn charge is a war veteran, Fred B. 
Metler, recently returning from Europe 
where he served nearly two years. He 
spends most of his time on the outside, 
following up service, and is learning 
this operation from all angles so he 
can assume charge of all similar retail 
and maintenance outfits when the big 
break comes after the war. Then, we 
must be prepared to move fast. Assist- 
ing him, handling inside sales, is Ann 
Woetko.” 
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YOUR CLOCK BUSINESS 


... these fine 
General Electric Alarm Clocks 


This model—seif-start- 
ing alarm clock. Prewar 
quality, Price $4.95. 


A THOROUGHLY dependable, smart-looking, electric alarm 
clock manufactured by General Flectric is again on the 
market in limited quantities. 

It’s got everything you'd want in an alarm clock— 
¢ beautifully styled ¢ sweep second hand 
« long-lasting cord set 
« pleasant but positive alarm _ « self-oiling mechanism 


* ivory plastic case 


What's more—this clock starts itse/f—just plug it in and watch 
it go! And you'll be surprised how remarkably quiet this G-E 
Clock is. 


General Electric's reputation stands behind this alarm clock 
—that’s why you can count on it for fine performance and long 


service. 






Wartime Note: Nearly everyone warts a fine pee re | 
G-E Alarm Clock like this, but unless you really oN ono WOM 
need one badly we'd suggest you hold off buying og OE ¢ 
until more are available. (The manufacture of a: —~ 








these clocks has not curtailed our war produc- 
tion in any way.) 


TUNE IN: “The G-E All-Girl Orchestra,” Sunday 10 p.m., E.W.T., NBC— 
“The World Today” news, every weekday, 6:45 p.m., E.W.T., CBS 


General Elecitic Clocks 
GENERAL @ ELECTRIC 








IS WAKING 


Did you see it in this month’s Cosmopolitan and Redbook . . . 


the General Electric announcement that G-E Alarm Clocks 
are back on sale! 


=< <&@ 


The first General Electric Alarm Clock, the smart “Chan- 
tilly,” is heading for your shelves right now... priced to 
sell at a maximum O. P. A. ceiling price of $4.95. 


This is the opening gun in General Electric’s campaign to 
help you get a whacking good share of the big clock sales 
ahead. And remember, the National Electrical Wholesalers’ 
Association predicts a market for 12,600,000 clocks—62 
million dollars’ worth of business—in the next two years! 

Our smashing national advertising campaign will lay a 
fine foundation for your G-E Clock sales. And watch how 
these G-E Alarm Clocks do a selling job for you! Their ab- 
solute accuracy, quiet operation, long-lasting dependabil- 
ity, and handsome appearance will win enthusiastic praise 
now as they did before the war. 

Look at this impressive line-up of G-E features: 

Self starting —just plug it in and forget it 

Quiet —no more annoying ticking 

Sealed-in mechanism—no oiling—and the motor lasts for 
years 

Sweep-second hand —handy and easy to see 

Interruption indicator —warns of any temporary current 
failure 


Cord Set . —long-lasting ... approved by 
‘ Underwriters Laboratory 
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Alarm — persistent but pleasant 
These G-E advantages will begin to pay off in sales right now! 


General Electric—without interfering with war produc- 
tion in any way—is turning out not a mere dribble but a 
steady stream of alarm clocks. Your share will be allocated 
by your distributor on the basis of previous sales, adjusted 
of course, for population shifts. 


Place your order for these new G-E Clocks with your 
distributor. If you don’t know who your distributor is we'll 
gladly supply this information. 


Remember, General Electric Clock sales can be a steady 
source of big-volume business inthe months ahead, and a 
still bigger source of business when a full line of G-E 
Kitchen Clocks, Occasional Clocks, Chime Clocks, and 
Strike Clocks . . . priced all the way from $2.50 to $450.00 

. again come back on the market. General Electric Co., 
Appliance and Merchandise Department, Bridgeport, 
Connecticut. 7 


FOR VICTORY 


General Electric is working ‘night and day to back the 
attack. You can help, too, by buying and holding more 
war bonds than before. 


TUNE IN: “The G-E All-Girl Orchestra,” Sunday 10 p. m., 
E.W.T., NBC—“The World Today” news, every weekday, 
6:45 p.m., E.W.T., CBS. 





EVERYTHING ELECTRIC FOR AFTER-VICTORY HOMES 


GENERAL @ ELECTRIC 
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LOOK will tell 1,919,130 McCALL’S will tell 


families 3,535,700 families 





COSMOPOLITAN will REDBOOK will tell 
tell 2,076,684. families 1,701,294 families 


There'll be a nationwide advertising campaign on G-E 
Clocks in these leading magazines reaching a total 
circulation of 9,232,808, to support your own sales 
promotion. 
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Yeah, who said that? 


Whoever it was forgot that Americans everywhere 
are learning a new science, one that will greatly affect 
the sale of your Hamilton Beach products. That science 
is mechanics. The grocery clerk in service, the part- 
time war-working insurance salesman, the housewife 
next door who spot-welds airplane parts—everyone at 
home and abroad is getting a good idea of what makes 
mechanical things tick... and they’re learning that 
the ticking is often done with electricity. 


HAMILTON 
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Current Hamilton Beach advertising is dedicated 
to telling your customers that their needs are under- 
stood and that postwar Hamilton Beach products will 
fill the bill. 

It’s a safe bet that many of these people won't be 
sold on the appeal of a fancy package; they'll want to 
know what’s inside. They’ve had a chance to enjoy 
speed and convenience in their war jobs. They'll want 
those benefits at home. 

It’s our job, and yours, to see that they 
get them. Hamilton Beach Company, 

Division of Scovill Manufacturing Co., 
Racine, Wis. 


BEACH 
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A Radio Dealer’s 
Plan for G. I. Joe 


\ 
oes CONTINUED FROM PAGE 68 comms 


In other words, Mr. Bradley, this idea puts 
you in wholesale. You want one, two or 
three such outlets in each town, as the traffic 
dictates, and you want to whip them into a 
dealer organization purchasing their radio, 
record and appliance stocks from you. Have 
you ever made any other similar tests? 


“You’re correct on the general idea 
except you forget my program js 
double-barreled. You are overlooking 
the service end of the business. Many 
of those retail outlets will feed us prac. 
tically all their ‘service work. I need 
plenty of it to keep the men going in 
the ten repair booths I’m setting up at 
Red Bank. That’s why I’m cutting a 
wide arch through this wall. I want 
our customers to be able to see our 
maintenance men at their benches, to 
impress our service on every one of 
them. 


Other Tests Made 


“Yes, we took a brief whack at a 
similar idea, opening a couple of out- 
lets somewhat like the Keyport branch 
back in 1938. The war, of course, 
knocked them out of existence. In 
those cases, the chief purpose was to 
pull a couple of cellar mechanics out 
into the open where they could do some 
good for themselves and for us at the 
same time. From those tests, we 
learned one important lesson. There 
must be no overlap in dealer territories. 
The lines must be closely drawn so that 
any service wandering in here from 
these dealer areas will be credited to 
the correct outlet. Othewise, they ran 
along smoothly.” 


At first glance, there seems to be 
one major flaw in the project as so 
far described by Bradley. He origin- 
ally predicted a dearth of service flow- 
ing into his base shop soon after new 
merchandise arrived on the market. 
Later, he disclosed steps already taken 
to expand his maintenance department, 
now held down by two steady men plus 
several part-time workers, into a bank 
of ten service benches in booths which 
customers could see from the sales 
floor. If he is correct in his analysis 
of the three years following the war, 
how can he hope to keep these men 
busy ? 


Easy To Find 


“Tf you're at all ambitious to pick up 
service work, you'll find plenty of it. 
Large department stores in Newark 
and New York, for instance, retail di- 
rectly to consumers in this area. These 
stores will be indeed glad to arrange 
for us to receive these sets, check them 
for possible damage in shipment, then 
install them for the customer, watching 
over the set from then on. Cortland 
St., in New York, retailing to many 
commuting consumers here, also is 4 
fertile ground should we care to tackle 
an operation of this nature. 

“Further, there always are sub-con- 
tracts, assembling sets, which can be 
arranged with certain manufacturers 
and there also is a large amount of de- 
velopment work which can be done for 
these same manufacturers. 
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BECAUSE the company back of Arvin Radios is in a strong position 
—with many millions of dollars in capital and surplus—with no 


government loans nor government-owned buildings —with 25 years’ 


experience in manufacturing and merchandising—with 11 modern 
plants—a company that built more than 500,000 radios the last 
peacetime year... That’s part of the background that will make the 
Arvin Radio dealer franchise so valuable to you in days ahead. 


ARVIN MEANS RADIO SALES SUCCESS'| 


Others of the Many Reasons Why You'll Profit With Arvin Top Flight Radios 


@ Top Flight SALES OPPORTUNITY— 
Because the Arvin line has (1) beauty 
(2) marvelous performance (3) surpris- 
ingly low prices—and the broad appeal 
that provides 2 well-rounded sales oppor- 
tunity in itself, or in conjunction with 
other radios you may sell. The Arvin 
line includes table models, popular 
priced floor models with AM and FM, 
floor and table combinations, portables 
and rural battery sets. 





NOBLITT-SPARKS 
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@ Top Flight ENGINEERING— Because the 
new Arvins have been developed by an 
outstanding engineering staff—headed 
by Duke Silva, one of the foremost radio 
engineers in the industry. You'll have 
radios engineered to the highest standards 
for performance and dependability—at- 
tractively priced for the average buyer— 
designed for wide family appeal that 
promotes multiple sales—and that means 
more profit for you—with Arvins. 


1944 


@ Top Flight DEALER COOPERATION— 
Because Arvin sales policies are the out- 
growth of 25 years of successful exper- 
ience in providing the fullest support to 
the dealer. Arvin Radios will be liber- 
ally advertised—nationally and at point- 
of-sale. Attractive prices provide ade- 
quate profit margin for the dealer... and 
a competent, energetic promotional 
organization works with Arvin dealers 
for maximum sales success. 


INDUSTRIES, INC., COLUMBUS, INDIANA. 
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(Gravel with (Crav-Ler 


Music. SA language ...that men may understand each 
other... and, nateiinaiben. work forward together. Speaking of 

forward-working is speaking of the Trav-Ler Radio. Today’s 

experiments with both AM and FM will bring you a postwar Trav-Ler 
of amazing excellence. Tonal purity ...a minimum of 

interference... programs from many places and many 
lands right into your living room. Future-minded 

jobbers and dealers are invited to write. 




















Ginny Simms, star of NBC's "Jobnny Presents.” 








RADIOS RECORD PLAYERS 


TRAV-LER KARENOLA RADIO & TELEVISION CORPORATION, 1028-34 W. Van Buren St., Chicago 7, Ill. 
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Bendix Home Appliances 
Sues Bendix Radio 


J. S. Sayre, president of Bendix 
Home Appliances, Inc., announced re- 
cently that his company has brought 
suit against Bendix Aviation Corp. 
in the New York Supreme Court. 

Mr. Sayre said that the papers filed 
in the suit ask for an injunction re- 
straining the Aviation concern from 
using the name “Bendix” in connec- 
tion with the sale of radio sets for 
home use which, the complaint alleges, 
the Aviation Company is proposing to 
market as “Bendix Home Radios”, 
and for damages and an accounting of 
profits. The complaint also requests 
the Court to decide that Bendix Home 
Appliances, Inc. has the right freely 
to use the name “Bendix” in connec- 
tion with the sale of home appliances 
of its manufacture. 

The complaint also alleges that 
Bendix Home Appliances, Inc., which 
is the manufacturer of the automatic 
washing machine known as the “Ben- 
dix Home Laundry”, has created and 
owns a valuable good will in the 
trade name “Bendix” for home appli- 
ances; that the use of that name by 
Bendix Aviation Corp. for the “Ben- 
dix Home Radio” is deceptive and 
confusing to the trade and the public, 
and constitutes an attempt by the 
Aviation company to trade upon the 
reputation and good will of the Home 
Appliance company. 

It is further alleged that Bendix 
Aviation Corp. was instrumental in 
the organization and early operation 
of the business of Bendix Home Appli- 
ances, Inc. and thereby consented to 
the latter’s use and ownership of the 
name “Bendix” in the home appliance 
field; that Bendix Aviation Corp. 
later sold out its interest in Bendix 
Home Appliances, Inc.; that the 
latter company, relying upon the con- 
sent and with the knowledge of the 
Aviation corporation, has spent large 
sums of money in expanding its facili- 
ties and in advertising its products 
under the name “Bendix”; that Bendix 
Aviation Corp.-now has objected to 
the manner of the use of the name 
“Bendix” by the Home Appliance con- 
cern and has threatened to sue it for 
trade-mark infringement and unfair 
competition, but has failed to do so; 
and that the rights of the two concerns 
should be judicially decided. 


NEMA Sponsors Electrical Education 
Drive By Industry Members 


Streamer of Westinghouse 
New President 


The greatest volunteer army of 
unofficial salesmen-educators in history 
will be organized to induce America 
to “think electrically” under a program 
launched by the National Electrical 
Manufacturers Association at their 
recent New York convention. Several 
hundred thousand employees in mem- 
ber company plants will be asked to 
take part in a nationwide campaign to 
stimulate interest in the benefits to be 
derived from electricity through use of 
electrical appliances and equipment. 

The program was inaugurated fol- 
lowing the adoption of a “Declaration 
of Electrical Interdependence” in 
which the association reaffirmed its 
obligation to the American public “to 
use the great power of electricity to 
make living and working conditions 
better, healthier and happier.” The 
NEMA members also pledged them- 
selves to the industry-wide coopera- 
tive education campaign. 


Employees Enlisted 


The salesmen-educators will be en- 
listed at member company plants 
through a drive to demonstrate: (1) 
that employee prosperity and plant 
prosperity are closely interlocked with 
the welfare of the entire industry; (2) 
that every employee can, by personal 
effort, increase public interest in the 
benefits to be obtained from electricity 
through the use of the products and 
services of the industry. 

N. J. MacDonald, vice president of 
Thomas and Betts of Elizabeth, N. J., 
and chairman of the session at which 
the members endorsed the plan, em- 
phasized that employee participation 
would be entirely voluntary. 

“There is no better way to bring 
the myriads of healthful and helpful 
uses of electricity to public attention 
than through personal contacts,” he 
asserted. “The employees in our mem- 
ber plants together with their families 
total a substantial percentage of the 
nation’s population. If all these preach 
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several segments of the industry and 
emphasizes the electrical manufactur- 
ers’ obligation “to make better pro- 
ducts and more products for less 
money” for the public good. 

Leonard Kebler, president of 
NEMA, affixed his signature to the, 
document asserting, “I believe that! 
the adoption of this declaration is a 
long step toward fulfillment of our 
hopes for a truly electrical world.” 


Streamer Elected President 


A. C. Streamer, Pittsburgh, Pa.,! 
vice president of Westinghouse Elec- 
tric & Mfg. Co., was elected president 
of the association at its annual meeting. 
He succeeds Leonard Kebler, chairman 
of the board of the Ward Leonard 
Electric Co., Mt. Vernon, N. Y. 

Vice presidents selected were C. W. 
Higbee, manager of the wire and cable 
department, U. S. Rubber Co., New 
York; E. A. Williford, general sales 
manager of the carbon products divis- 
ion, National Carbon Co., New York; 
R. L. White, president of Landers, 
Frary and Clark, New Britain, Conn. ; 
R. W. Turnbull, president of Edison 
General Electric Appliance Co., Inc., 
Chicago, and W. C. Johnson, vice 
president of the Allis-Chalmers Mfg. 
Co., Milwaukee, Wis. 





A. C. STREAMER 


electricity and set a personal example, 
the benefits to the industry would be 
tremendous.” 

The “Declaration of Electrical In- 
terdependence” which the convention 
adopted stresses the need for active 
mutual support of each other by the 
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Leonard Kebler, chairman of the board of the Ward Leonard Electric Co., Mt. Ver- 
non, New York, and retiring president of the National Electrical Manufacturers’ Asso- 
ciation, is shown as he signed a “Declaration of Electrical Interdependence” empha- 
sizing the industry's obligation “to make better products and more products for less 
money”. 
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From newly established positions, 


portable beacon units guide and \warn 
supporting ships and aircraft. Their electric 
generating plants are powered by 

rugged, quick-starting Briggs & Stratton engines 
— another one of many vital war services 

by hundreds of thousands of 


Briggs & Stratton engines. 


F __ a 
BRIGGS ZSTRATION 






Briggs & Stratton leadership in design, engineering and pre- 
cision manufacture is backed by the performance record of 
more than TWO MILLION Briggs & Stratton engines—and 
a quarter-century of continuous production of “air-cooled power.” 
You can profit by this experience in your plans for the future 
— whether you manufacture, sell or use power equipment. 
BRIGGS & STRATTON CORP., Milwaukee 1, Wis., U.S.A. 
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FIRST G-E IRONS OFF LINE—W. H. Tangeman (fourth from left), manager of 
General Electric's Ontario Works, examines the first General Electric iron to come 
off the production line. Over 2,000,000 electric irons have been authorized by the 
War Production Board and the first are just being produced. 





Post-War Plans Subject Of 
Northwest Industry Meeting 


Post-war planning by industry 
groups in the Pacific Northwest area 
was discussed at a recent dinner of 
the electrical industry held at Port- 
land, Oregon under the auspices of the 
Northwest Electric Light and Power 
Association. 

Dorothy McCullough Lee, city com- 
missioner of Portland reported that 
the planning being done by the City 
of Portland follows the lines of needed 
public works, without encroaching on 
the fields of private enterprise. New 
fields on which attention will be fo- 
cussed after the war, according to S. S. 
Brundage, General Electric Supply 
Corp. will include garbage disposal 
units, automatic laundry, home freezing 
units and air conditioning, with em- 
phasis on heating and ventilating which 
will furnish just the right amount of 
humidity and controlled temperature to 
provide indoor comfort throughout the 
year. 


Adequate Wiring 


That adequate wiring is the key 
to comfortable living in the post-war 
era was the message of Howard Co- 
burn, Graybar Electric Co. Prospec- 
tive home buyers must be made to see 
the importance of ample capacity at 
the entrance switch, plenty of circuits, 
with heavy duty circuits for the larger 
appliances, and plenty of outlets con- 
veniently placed, if they are to enjoy 
the advantages of the new appliances 
which will be placed on the market 
in the postwar period. 

Walter E. Potter, Lamp Depart- 
ment, General Electric Co., told of 
the possibilities in ultra-violet light for 
killing germs and air borne bacteria 
and at the other end of the scale, in 
infra-red lamps, whose penetrating 
heat will find many uses in industry 
and in the home. New shapes and 
sizes of fluorescent tubes will give 
great flexibility to home and store 
lighting when wartime restrictions are 
lifted. 

Both James H. Polhemus, president 
of the Portland General Electric Co. 
and T. E. Roach, vice president of the 
Northwestern Electric Co. reported 
that their respective companies do not 
intend to engage in the merchandising 
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business after the war but will pro- 
mote the sale of appliances by dealers. 
The Northwestern Electric outlined a 
program of advertising the use and 
services appliances render, as well as 
dealer assistance through its home 
service staff who will be available for 
store and home demonstrations. 

Berkeley Snow, secretary manager 
of the Association, who engineered the 
details of the meeting, told of the 
importance of membership in a body 
which offers electrical dealers, con- 
tractors, manufacturers, jobbers and 
utility personnel a united front threugh 
which to express themselves on in- 
dustry promotions in the five north- 
west states. 

Slides of new lighting developments 
in the application of the ultraviolet 
lamp and of circular fluorescents, as 
well as of the precipitron for removing 
dust particles from the air were shown 
by H. L. Bargion, lamp division of 
the Westinghouse Electric & Mfg. 
Co. 


Allison on Program 


Dr. George W. Allison of the Puget 
Sound Power and Light Co. closed 
the meeting by pointing out that there 
are four fundamentals for prosperity 
after the war: 1. A demand for mer- 
chandise; 2. The materials out of 
which to manufacture appliances; 3. 
Manpower and machinery to make 
them, and 4. The money to finance the 
operation. Aggressive selling will help 
create work all down the line for the 
returning soldiers and sailors. 


Hotpoint Sales Office 
in Merchandise Mart 


Edison General Electric (Hotpoint) 
Appliance Co., has established Central 


* region sales offices and merchandise 


display rooms in the Merchandise 
Mart, Chicago, according to W. H. 
Bon Durant, regional manager. 

The Central region includes the 
Chicago sales district, which will 
headquarter in the new offices under 
the direction of L. E. Buxton, district 
manager. 
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COOLERATOR 
fe See Conditioned 


REFRIGERATOR 


@ WASHED AIR REFRIGERATION! 
@ 4-WAY CIRCULATION! 
@ UNEQUALLED FOOD PROTECTION! 
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Months ahead of any electric, you can sell 
Coolerator’s famous, proven ‘‘Washed Air’’ 
Ice Refrigerator . . . in a brand new, ALL 
STEEL, postwar model! 

Nearly a million satisfied users demon- 
strate that Coolerator has the “know how” 
in refrigerator cabinet making. Coolerator’s 
10-year sales record shows that hundreds of 
thousands of people prefer good ice refrig- 
eration. 

Get in FIRST with the BEST! Order 
Coolerator now! In best-selling 5-foot and 
614-foot sizes. 








COOLERATOR 
ELECTRIC HOME AND FARM 


FREEZER 
All the proved 


To tap a rich postwar 
bs es ghee be t- market! In 6% foot 
wanted postwar Home size; 15-foot size 
features . . . com- ] for Farms and large 
bined in this Elec- ; families. 
tric. In 7-foot and 
9-foot models. 


.COOLERATOR COMPANY 
Duluth 1, Minn. 
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AND MEET A 
THAT’S GO 


Look to the Duchess as your No. 1 business engagement 
at the January Major Appliance Show. 


Product of the APPLIANCE MANUFACTURING COMPANY— 
one of the larger prewar volume washer manufacturers— 
Duchess Washers are a real postwar profit package for YOU! 


Prewar Duchess dealers and distributors enjoyed 

unusual advantages in high product quality and low 
manufacturing cost. The modern Duchess factory, 
strategically located close to raw materials, 

was planned, engineered and equipped solely for 

mass production of quality washers. 

Every two minutes—day and night—a crated Duchess Washer 
can be delivered from this high-efficiency plant. 


Even greater opportunities are on the horizon today 
for Duchess dealers and distributors. 


New Duchess Washers — completely redesigned and 
beautifully styled by one of America’s top designers — will 
roll from our assembly lines as soon as conditions permit. 


Greater values than their prewar sisters and sparkling 

with buy-appeal, the new Duchess Washers offer exceptional 
profit opportunities and enduring customer loyalty 

for postwar dealers and distributors. 


, 


Write today for full details of the Duchess Plan in 
your territory or “date” the Duchess at the Show! 


We pledge that Duchess Washers 
will maintain high quality 
standards at competitive, 
and profitable, prices. 
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January 






* 
SPACE 96.97 1 71 
FLOOR 
MAJOR APPLIANCE SHOW 


Merican furniture Mart 
Chicago, Mf, 

















FIRST WESTINGHOUSE IRONS—First wartime production of electric irons has 
started at the Mansfield Appliance Division of Westinghouse. The picture shows 
three company officials as they watched women workers asembling the new irons. 
The executives are, left to right, R. Z. Sorenson, manager of the table appliance 
department; C. L. VanDerau, works manager, and Reese Mills, assistant manager of 
the Appliance Division. The new irons will come out in two styles, one selling for 
$8.75 and the other $5.75. Both are practically identical with pre-war irons and 
are expected to be on retailers shelves late in October. 








Utility Merchandising Policy 
Outlined Before RMEL Session 


Merchandising policies of electric 
utilities after the war will be much the 
same as those existing before Pearl 
Harbor; they will be consistent with 
local requirements—dealer mortality, 
dealer aggressiveness, the necessity for 
pioneering new equipment and appli- 
ances; load-building requirements. 
Other factors will enter into the equa- 
tion: Some utilities will carry com- 
plete lines and foster vigorous selling 
campaigns; others will intensify on 
major classes of equipment only, leav- 
ing the publicly-accepted items to the 
retailers; still others will operate in 
“selective” territory where customers 
cannot adequately be served by present 
outlets. 

These conclusions were reported by 
C. E. Greenwood, commercial director 
of the Edison Electric Institute, New 
York, to members of the Rocky Moun- 
tain Electrical League at their recent 
Fall Conference in Denver, based on 
a survey recently completed. 


Sees Utility Selling Need 


Mr. Greenwood’s personal opinion 
was yoiced in the statement: “It ap- 
pears to me that the electric utility in- 
dustry has a glorious opportunity to 
assist in the perpetuation of private 
enterprise by putting armies of sales- 
men to work selling both equipment 
and kilowatt hours. And let me qual- 
ify that statement at once by the stipu- 
lation that these “armies” be tested for 
aptitude for the job; be adequately 
trained for the job; and be compen- 
sated on a basis that encourages 
permanency and loyalty to the job.” 
He further observed that forward- 
looking retailers are concerned with 
the methods the utility employs, rather 
than about the fact of invasion of the 
selling field; that, since utilities can 
function with great effectiveness 
through closest coordination with the 
retailer in direct sales and sales pro- 
motion, there is every reason why utili- 
ties should merchandise equipment as 
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a feature of their load-building. 

Mr. Greenwood believes that a basic 
reason for utility intensification in 
post-war selling will be to speed up the 
fight for the industry dollar. There 
will, he pointed out, be an inter-indus- 
try competition of the house construc- 
tion versus the automobile dollar 
versus the electric dollar, and so on 
down the line. 

Practically all of the speakers on 
RMEL’s program concerned them- 
selves with government policies—not- 
ably crushing taxes which impair busi- 
ness expansion and federally-financed 
projects competitive with private capi- 
tal—that threaten the existence of free 
enterprise. 


McCammon New President 


Election of officers for the ensuing 
year followed the business sessions of 
the League. Floyd F. McCammon, 
vice president and superintendent of 
electric operation of Public Service 
Co. of Colorado, was named president. 
The four vice presidents who will 
serve with him are: W. D. Johnston, 
Mountain States Power Co., Casper, 
Wyo; E. T. Tengdin, Inland Utilities 
Co., Espanola, N. M; L. R. Storey, 
Home Gas & Electric Co., Greeley, 
Colo., and Ross H. Adams, Hendrie 
and Bolthoff Mfg. Co., Denver. W. C. 
Sterne, Arvada Electric Co. Arvada, 
Colo., was re-elected treasurer, and 
Harry Adler of the same firm, assist- 
ant treasurer. George E. Lewis was 
re-appointed manager. 


C. R. Harrison Resigns 


Charlie R. Harrison, vice president 
of RCA-Victor Distributing Corp., has 
announced his resignation. Mr. Harri- 
son served as general manager of the 
Detroit branch, a subsidiary, acting as 
wholesale distributor for RCA Victor 
Division. 
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NEW ELECTRIC LIGHTING UNITS AND APPLIANCES 


gee a civilian production restrictions 
will bring a splendid new, quality line of 
. popular-priced electric lighting units and appli- 
ances of unusual application...These lighting 
units and appliances will come quickly too... 
Simple reconversion problems...enlarged manu- 
facturing capacities...mass production facilities 
...and a well-trained organization will set in 
motion, production necessary for early delivery. 
Never in the history of business have elec- 
trical suppliers faced a condition like that to 
be encountered when demands for civilian mer- 
chandise are fully resumed ...The replacement 
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market...a backlog of normal business. .. addi- 
tional new homes that will be set up by those re- 
turning from the armed forces... All these needs 
must be met. Moe-Bridges.is prepared to that end. 
Our products are determined, our plans 
made, our program is progressing... Dealers 
will be able to procure through their jobbers, 
these fine lines of electric lighting units and 
appliances at prices that will appeal to Amer- 
ica’s great buying power. me, 
While. you are making your plans for, this 
great market—- Keep Moe-Bridges in mind, 


“The Lines That Will Make Headlines.” 
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Set your stage“for 


4 Aeundry Eguipmentt 


il 


= i 





aS z > 


pacemakers... 


TAY bears | 





Westinghouse laundry equipment will 






be a star performer, cOme postwar. 


© You'll have a complete line—conventional washers, 






ironers, a new clothes dryer. Each a pacemaker! 


Each a profit maker! Each designed, in every 


hth, a 


way, to be in keeping with the sensational 


Westinghouse Laundromat! 


oe 


WESTINGHOUSE ELECTRIC & MFG. CO., MANSFIELD, OHIO 


PLANTS IN 25 CITIES .. . OFFICES EVERYWHERE 
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WHY THAT THLKS 
BUSINESS FOR YOU / 


It’s known that a Hoover dealer holds the aces in brand pref- 
erence on consumer want-lists . . 


. in consumer respect for 
Hoov er. 


But even Hoovers get old and need service and repair parts 
these non-production days. And even Hoover good will could 
wear thin, if nothing was done to maintain it. 


HOOVER $ 2 
CIAL by 
SPRVICE 84 


— 















So Hoover is— 


running consistent national magazine advertising month 
after month, built on Hoover service . . . offering a package 
price of only $2.84 on service . . . offering genuine replace- 
ment parts for Hoovers even twenty-five years old. 

® Maintaining a dependable service system in important 
points across the nation with an added dealer service-fran- 
chise system for smaller communities that brings genuine 
Hoover service to Hoover users. 


To every merchant who has sold Hoover Cleaners, and every 
one who wants to sell them, the service job that Hoover is do- 
ing for Hoover owners today is a selling job that Hoover 
dealers will cash in on when the battle for sales begins again. 


The HOOVER 


REG. U. S. PAT. OFF. 


= IT BEATS...AS IT SWEEPS...AS IT CLEANS 


The Army-Navy 
~E eward re- THE HOOVER COMPANY 
North Canton, Ohio 


for high achieve- 
Canada: Hamilton, Ontario 


ment in the produc- 
tion of essential war 
England: Perivale, Greenford, Middlesex 


equipment, 
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MILWAUKEE FIRM DISCOVERS ANTIQUES—The business of supplying parts for 
and rebuilding old washers uncovers some models just out of the ark, but it remained 
for William A. Schwefel of the R & S Company, Milwaukee, to run across some 
real antediluvian specimens. A recent exhibit showed an 1895 layout with the old- 
fashioned washboard, wringer and tub. Washing was done with a vacuum cup 
operated by hand. In 1900, the streamlined hand washer came on the scene with 
the old man operating it by turning the crank by hand. The second picture shows 
one of the popular old waterpower machines which ran off pressure in the city's water 
mains. Wringing still had to be done by hand. Mr. Schwefel is president of the 


Appliance Parts Jobbers Association. 











Proctor Reconversion Products 
And Sales Policies Outlined 


Plans for swift reconversion to ap- 
pliance manufacturing with the advent 
of V-Day, were adopted recently by 
Proctor Electric Co.’s executive com- 
mittee in a three day meeting at Lake 
Mohonk, New York. Present at the 
meeting were: P. Kay Schwartz, ex- 
ecutive assistant to the chairman of 
the board; R. M. Oliver, A. H. Caesar, 
H. F. Hild, J. W. Myers, vice-presi- 
dents in charge of sales, production, 
engineering and research; W. Bat- 
tersby, secretary-treasurer; and R. L. 
Strobridge of Newell-Emmett Co., 
Proctor’s advertising agency. 

Although currently making war 
goods exclusively, Proctor will resume 
appliance production as rapidly as war 
demands permit. The first step will be 
the manufacture of a number of electric 
irons this year with continued produc- 
tion next year unless tightening war 
restrictions prevent it, Mr. Oliver said. 


Answers to Ten Questions 


The Proctor line, during the first 
production period, will be simplified 
to the greatest possible degree. Em- 
phasis will be placed upon quantity and 
speed, recognized that distributors’ and 
dealers’ primary needs are for mer- 
chandise; refinements are secondary. 
In a straightforward announcement of 
Proctor’s policies and program, Mr. 
Oliver listed the following answers to 
questions which dealers are asking: 


1. Proctor will specialize in auto- 
matic electrical appliances and will 
limit its efforts to the “traffic appli- 
ance” field. 

2. Recognizing that the post-war 
world will require more goods and 
lowest possible costs, sizeable invest- 
ments in new equipment and manufac- 
turing facilities are projected to make 
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Proctor plans ultra-modern in every 
respect. 

3. Distribution of the nationally ad- 
vertised Proctor line will be confined 
to recognized wholesalers of electrical 
appliances. The line will not be sold 
to retailers on a direct basis. 

4. Proctor’s first wartime production 
will be confined to one model iron and 
one model toaster. 

5. The first iron Proctor produces 
will be a conventional heel-rest model 
of pre-war design; 1000 watts, light 
weight. 

6. Not until factory assembly lines 
are turning out this model at mass pro- 
duction rates will the Proctor “Never- 
Lift” iron, leader of the line, be made. 
When the “Never-Lift” model is 
placed in production it will also be 
mass-produced and only one (pre-war) 
model will be made. (Two “Never- 
Lift” models were available in 1941.) 

7. Proctor’s first toaster will be of 
pre-war design and will achieve mass 
production status before any other 
models are released. 

8. Although completely new irons 
and toasters have already emerged 
from Proctor’s laboratory and have 
been designed and “popularity-tested”, 
they will not be manufactured until it 
can be done without sacrifice of unit 
quantities now so sorely needed by an 
appliance-starved market. 

9. Other appliances, including an 
electric roaster and electric waffle iron, 
will be placed in production as quickly 
as possible with simplification policy 
of one model each prevailing. Pro- 
duction of these appliances will not be 
started until more vitally needed irons 
and toasters are rolling from assem- 
bly lines in peak quantities. 

10. Although the post-war Proctor 
line will include new products, not 
previously made by Proctor, no pro- 
duction of these will be started until 
Proctor has satisfied its primary obli- 
gation of supplying adequate quantities 
of appliances made before the war. 
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O.p-TIMers in the washing machine industry 
will well remember Speed Queen’s sensational 
climb to a top-bracket position in the laundry appli- 
ance field ... how, during the depths of the depres- 
sion, Speed Queen paced the industry with record- 
breaking increases year after year! 

This manufacturing and merchandising “know- 
how” will again swing into high gear as soon as 


Visit Speed Queen at Chicago Furniture Market 
January 4 - 13 Spaces 17106 - 17107 








PRE-WAR MODELS 
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washer and ironer production gets the full green 
light. Speed Queen will again be out to give Speed 
Queen dealers the industry's most profitable line to 
handle. Therefore, you can negotiate your post-war 
Speed Queen franchise now with full assurance 
that you're making the best choice. 


BARLOW & SEELIG MFG. CO. ¢ RIPON, WIS. 
Manufacturers of Household Appliances Since 1908 





REMEMBER — the Speed 
Queen washer and ironer 
are built by laundry equip- 
ment specialists whose en- 
tire manufacturing, engi- 
neering and merchandising 
energy is concentrated on 
home laundering equipment 
— and nothing else. 
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Steady, even fuel flow 
regardless of oil temperature 
with “DL” FLOAT VALVES 








The automatic fuel 


flow compensator Fuel flow compensator 


automatically 
does it! HOT : 
changes oil level. 


100° 

















The viscosity of fuel oil varies with 











the temperature. Cold fuel oil flows 






slowly—warm oil, freely. Without 
the aut tic comp tor, the fire 


in the burner would die down if 


J. S. Sayre, president, Bendix Home 
Appliances, Inc., addresses over 600 
Bendix dealers in the Chicago area. 
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the fuel were cold. If the fuel were 4 
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warm, too much would be fed to 











the burner, with resultant waste 





600 Dealers Attend 
Chicago Bendix Meeting 


First among the large sales meetings 
; : which herald the coming of intensive 
raises or lowers the position of the ee i: Ce ket competition in post-war merchandising 
aR RE ay OS FUEL DELIVERY TO BURNER REMAINS CONSTANT — | was that of over 600 Bendix dealers 
; ee and retail sales managers who met re- 
cently at Chicago for a presentation of 
post-war selling, merchandising and 
advertising plans for the Bendix Auto- 
matic Home Laundry. 

The meeting was addressed by J. S. 
Sayre, president of Bendix Home Ap- 
pliances, Inc., South Bend, Indiana, 
and Walter Daily, advertising man- 
ager, A. L. McCarthy, Chicago branch 


and overheating. 


The aut tic « tor ‘feels’ 


P 








the temperature of the fuel oil and 





head pressure on the metering valve 





to maintain constant fuel flow. 


























fash automatic fuel flow compensator consists of a manager, presided. 
piece of thermostatic bi-metal which supports the Complete Program Shown 
float. When the fuel oil is cold the bi-metal warps and Dealers were shown the Bendix pro- 
raises the float—allowing the oil level in the float valve a Pn ee Sap ae Heater by the => 
body to rise. When the fuel is warm, the bi-metal com- | pee Pom ager Ng Name Siglk 
pensator warps in the opposite direction, lowering the — co nates cimas Or Ga pac 
float and consequently the liquid level. Since the fuel ee os ediiaeaata ena 
delivery through the metering orifice depends upon the the ‘automatic’ principle into the elee- 
head pressure above the needle and the viscosity of the st pecan Mange By incl = 


° . . es ° : chines had been produced and sold be- 
oil, this action of raising or lowering the float results in a a i dans Geek ae 


i i turned entirely to producing precision 
uniform rate of fuel delivery regardless of fuel temperature. cantette tec iniieery aoe. San, We 


the probability that production of our 
own products may be under way in the 


‘ = i near future, plans which had been 
It is but one of the many reasons why you should insist upon "DL" equipped heaters when carefully prepared in the intervening 


° ij i months are being released and put into 
you are se ecting a line to sell. action throughout the organization. 


“Our advertising has already 
started,” Mr. Sayre continued, “and 
sales facilities are being organized for 

resuming deliveries to thousands of 

DETROIT | UBRICATOR COMPANY waiting housewives as rapidly as pro- 
has General Offices: DETROIT 8, MICHIGAN duction permits. We don’t know, ol 

course, precisely how soon we’ll be per- 
mitted to start manufacturing, or pre- 


This method of compensation, using the temperature of the fuel, is an important feature. 














Division of American Rapiator & Standard Sanitary corporation 























Canadian Representatives—RAILWAY AND ENGINEERING SPECIALTIES LIMITED, MONTREAL, TORONTO, WINNIPEG cisely how great a volume of produc- 
= tion can be quickly attained. But, we 
“DL” Heating and Refrigeration Controls * Engine Safety Controls * Safety Float Valves and Oil Burner do know that a demand exists for the 
Accessories * Radiator Valves and Balancing Fittings * Arco-Detroit Air and Vent Valves * “Detroit” Expansion Bendix Automatic Home Laundry that a 
Valves and Refrigeration Accessories * Air Filters * Stati y and L tive Lubricators is going to keep all of us extremely eae 
busy for many months to come.” ae 
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NATIONAL ADS? Of 
Course! In Life, McCall’s, 
Parents’, True Story, Bet- 
ter Homes and Gardens, 
American Weekly, Good 
Housekeeping, and Sunday 
newspaper supplements. 


MOVIES? Of Course! 
Specially-prepared Bendix 
minute-movies are being 
screened for later release to 
local motion picture houses! 
Real sales-makers! 
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Everywhere Women 
are Buying the 


BENDIX 


tn Advance/ 





NATIONAL RADIO? Of 
Course! Bendix spot radio 
announcements—unique, 
dramatic, set to an ear- 
catching Bendix theme 
song—blanket the nation! 


STORE DISPLAYS? Of 
Course! Window, floor and 
counter displays! Store 
signs, truck signs, point of 
sale materials of all de- 
scription—by Bendix! 


It’s the greatest advance selling spree in washer history! In 
Bendix dealers’ offices from coast to coast, women are coming 
in to register for the one-and-only Bendix Automatic Home 
Laundry! 300,000 women already own pre-war Bendix ma- 
chines. Millions more want ’em—for millions 
know that the Bendix is literally ‘‘out of this 
world” when it comes to automatic luxury! 
That’s sales dynamite. And it means that as 
rapidly as new Bendix Automatic Home Laun- 
dries are released, these lucky Bendix dealers 
deliver and “‘collect.”” No wonder they’re hap- 
py that women everywhere are singing ‘All I 
Want Is a Bendix!” 





ELECTRIC SIGNS? Of 
Course! Outdoor, Counter, 
Aisle and Window Signs in 
brilliant neon and fluores- 
cent lighting. Distinctive 
Bendix identification. 


DEALER MATERIALS? Of 
Course! Newspaper ad 
mats, letterheads, publici- 
ty stories, stuffers, folders, 
book matches, decals— 
every possible dealer need! 


© BENDIX-~- Home Laundry 


Bendix Home Appliances, Inc., South Bend, Indiana. Pioneers and Perfectors of the Automatic" Washer” 
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HOSKINS MANUFACTURING COMPANY, 
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If you are of middle age, of course you remember the old coal-fired kitchen 
stove. Summer and winter, it poured out lots of heat, into the kitchen. To make 
a piece of toast on it, was indeed a sensitive matter. (The lady above seems 
unbelievably composed!) . . . And then in 1906, Chromel heating elements 
came along, and brought electric heat to the kitchen and breakfast table. 
Chrome! thus changed many things, and all for the better. For you it made a 
new market, and a steady one. Chromel first made heating devices depend- 
able, and thus made satisfied customers for you, who return to buy again. ... 
Chromel was discovered almost 40 years ago, and is still making its good 
contribution to you and yours. Specify it, for the devices you stock. And send 


for Catalog-M, which is handy for your Service Department. 


wick a pa oie 


HOSKINS 
CHROMEL 


ELECTRICAL HEATING ELEMENT 
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DETROIT 8, MICHIGAN 








Four New Thin G-E 


Fluorescents Announced 


A new line of four extremely “thin” 
fluorescent lamps—the longest unit 
measuring only one inch in diameter 
and nearly eight feet in length—was 
announced recently at Nela Park head- 
quarters of General Electric’s lamp 
department. 

Also included in the new line, called 
the “General Electric Slimline Mazda 
Fluorescent Lamps”, are two 34-inch 
in-diameter sizes—one approximately 





The new 8-foot “96T8" G-E “Slimline” 
Mazda fluorescent lamp—almost three 
feet longer than the present longest G-E 
fluorescent lamp and less than one half 
its diameter—featured by that popular 
star of the Icecapades of 1945, Phil Tay- 
lor who, long and cool, skates on stilts. 


3%4-feet long, the other slightly more 
than 5-feet in length—and another 1- 
inch-in-diameter lamp approximately 
6-feet long. Diameters of the two 
longest lamps in the new “Slimline” 
are each approximately one half those 
of the popular 40-watt and 5-foot 100- 
watt sizes, respectively, in the present 
G-E F lamp line. 

Progress in development of the new 
“Slimline” has been made under the 
limitations of manpower and mate- 
rials necessary to the continued war 
effort. “While our war participation 
continues,” G.E. lamp department 
officials point out, “we are announcing 
preliminary information on the new 
F-lamp line at this time to help light- 
ing equipment manufacturers in plan- 
ning for the time when priority limi- 
tations are lifted.” 


Canadian Firm to 
Make Universal Products 


R. L. White, president of Landers, 
Frary & Clark has announced that 
arrangements for manufacturing the 
Universal line of small appliances and 
vacuum cleaners has been made with 
the Amalgamated Electric Corp., Tor- 
onto, Canada. These Universal prod- 
ucts made in Canada, will be distrib- 
uted throughout Canada and New- 
foundland by the Northern Electric 
Co. of Montreal. In addition, the 
Northern Electric Co. has exclusive 
distribution in Canada and Newfound- 
land of the American-made Universal 
electric lines. 


1944—ELECTRICAL MERCHANDISING 








EL 





ore 
1- 
rely 
two 
ne” 
lose 
|00- 


sent 


new 
the 
ate- 
war 
tion 
nent 
cing 
new 
ight- 
ylan- 
limi- 


iders, 
that 
r the 
s and 
with 
Tor- 
prod- 
istrib- 
New- 
lectric 
1, the 
lusive 
found- 
versal 











ISING 


Attract and hold customers 
by using 
G-E FACTORY SERVICE PLANS 


For fractional-hp motors 


O NE sure-fire way to attract and hold trade, to maintain 
a steady volume today and to build for the post war period, is 
through the dealer-proved G-E Factory Service Plans. If you’re 
prepared to repair or replace inoperative motors quickly, eco- 
nomically, and expertly you can attract more service business to 
your store; you can get your share of this increasing war-time 
business. 


These Factory Service Plans enable you to make repairs and 
replacements on practically any G-E fractional-horsepower 
motor, regardless of the type or make of appliance on which it 
is used. The work is done quickly and reasonably —with ‘conven- 
ience and satisfaction for your customers, and at a profit that you 
know beforehand. But more important, there’s no need for you 
to train repairmen—G.E. does the work. You render the service 
without actually making the repairs. 


Simple, isn’t it? And profitable, too! Ask your distributor to 
tell you more about these Factory Service Plans—or fill in and 
mail this handy coupon. Start and keep 
service customers coming your way. Gen- 
eral Electric, Schenectady, N. Y. 





BUY WAR BONDS 


MOTORS 
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These FACTORY SERVICE PLANS 
will help you build 
extra business NOW 


]. THE EXCHANGE PLAN Covers the most 


commonly used types of G-E fractional-horse- 
power motors. Makes possible immediate re- 
placement from G-E field stocks or from your own 
buffer stock. Replacement motors carry the G-E 


new-motor warranty, except for finish. 


2. SPECIAL REPAIR SERVICE PLAN Provides 
for factory repair of semi-standard G-E f-hp 
motors not covered by THE EXCHANGE PLAN, 
at established prices. Enables you to make quick, 
accurate, on-the-spot estimates. Repaired motors 
carry the G-E new-motor warranty, except for 
finish. 


3. REGULAR REPAIR PLAN Covers f-hp mo- 


tors not included in either of the other two plans, 
except extremely old or obsolete models. Inspec- 
tion is made at the factory, and a cost estimate 
is submitted before work is started. These motors 
also carry the G-E new-motor warranty, except 
for finish. This plan rounds out this G-E service 
and enables you to handle repairs on practically 


any G-E fractional-horsepower motor. 
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“ONLY KNAPP-MONARCH OFFERS YOU A COMPLETE LINE!.._ 
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'..PROFIT PROVED! BACKED BY 19 YEARS EXPERIENCE! 
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It’s label’d 


AIR EXPRESS 


... Dut it can’t 
take off from your 
shipping room floor ! 


. 





2 


} 7 
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Ship When Ready 
for Fastest Delivery 


The end-of-the-day rush at the airport may 
——— nudge your shipments out of the race, 
defer them until a later plane. So phone 
for a pick-up the moment the label is on 
...or before! That’s the way to get fastest 
delivery! 










SPECIFY AIR EXPRESS 


A Money-Saving, 
High-Speed Tool 


for Every Business 


With additional planes now available for all important 
types of traffic, 3-mile-a-minute Air Express directly serves 
hundreds of U.S. cities and scores of foreign countries. 
Thousands of shippers are saving substantial sums through 
Air Express, employing its economy and efficiency in an 
ever-increasing number of ways. 

WRITE TODAY for “Quizzical Quiz’—a booklet packed 
with facts that will help you solve many a shipping problem. 
Dept. PR-12, Railway Express Agency, 230 Park Avenue, 
New York 17, N. Y., or ask for it at any local office. 





Phone RAILWAY EXPRESS AGENCY, AIR EXPRESS DIVISION 
Representing the AIRLINES of the United States 
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Principals participating in the Home Food Freezing Conference at General Electric 
Consumers Institute, Bridgeport, Conn. Reading |. to r. are Dr. Jennie Mcintosh, 
Miss Fern Snider, Dr. D. K. Tressler, Miss Katharine Fisher, A. M. Sweeney, Mrs. 
Adelaide Fellows, B. W. Bullock, L. H. Miller 


G-E Home Freezing Conference 
Highlighted by New Color Film 


At a recent Home Frozen Food Con- 
ference held by General Electric’s Con- 
sumers Institute, Bridgeport, Conn., 
food and household equipment editors 
of leading magazines, radio and news- 
papers witnessed the premiere showing 
of a new 16 mm. full-color, sound mo- 
tion picture entitled “Frozen Foods,” 
produced by Dr. T. K. Tressler, man- 
ager of the Institute. The film is di- 
rected to the consumer, and shows how 
to prepare, pack, freeze and store 
fruits, vegetables and meat for home 
freezers. 

Program Speakers 


Speakers on the program included 
A. M. Sweeney, sales manager, Major 
Appliances, and B. W. Bullock, adver- 
tising manager of the Appliance & 
Merchandising Division, General Elec- 
tric; and Consumers Institute members 
Dr. D. K. Tressler, Dr. J. McIntosh, 
nutritionist, and Adelaide Fellows, 
home service director. Guest speakers 
included Katharine Fisher, director, 
Good Housekeeping Institute and Fern 
Snider, director, Home Service, Geor- 
gia Power Co. 

Miss Fisher discussed the role of 
home frozen foods in future homemak- 
ing, and stressed the fact that quick 
freezing was the first method of pre- 
serving food that has ever been estab- 
lished on a_ scientific basis before 
homemakers have had much oppor- 
tunity to try their hands at it. It is 
now the responsibility of the editors, 
home economists and other advisors of 
consumers, she said, to see that the 
mistakes made in home canning, and 
over-enthusiastic recommendations of 
early days of the electric refrigerator 
are not repeated. 

“How the Press Can Aid Utility 
Efforts in Promoting Food Freezing” 
was the subject of Miss Snider’s ad- 
dress. She stressed the importance of 
using uniform terminology in home 
freezing education programs, and of 
adopting uniform standards recognized 
by government agencies. 


Importance of Packaging 


Packaging of foods for freezing, 
according to Dr. Tressler, is of great- 
est importance. “Save the surface and 
you will save all,” is a good motto to 
adopt for packaging food, said Dr. 
Tressler. “Even though food of the 
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highest quality is selected and prop- 
erly prepared,” he said, “the product 
will not long retain its flavor, color, 
texture and nutritive value, unless it is 
properly packaged for freezing.” Dr. 
Tressler also reported on the results 
of three experiments performed by the 
Institute last summer to find out what 
would happen to the contents of a 
home freezer in the event current 
breakdowns such as occurred in the 
recent hurricane along the Eastern 
Seaboard. One 4 cu. ft. model and 
two 2 cu. ft. models were used. They 
cut off the current and kept a record 
of the temperatures in the cartons. 
Every 24 hours the boxes were opened 
and examined to see how many cartons 
were solidly frozen and how many 
were soft. In approximately 48 hours 
all cartons were still entirely frozen. 
At the end of 72 hours a few cartons 
on the top and bottom showed signs 
of softening but in the middle of the 
box the cartons were still solidly 
frozen. The boxes were examined 
again in four days, when it was found 
that most of the top layer was soft, 
but the middle layer was still good. At 
the end of 5 days thawing began on 
the outside cartons, but more than 
half the cartons in the box were still 
frozen solid. Dr. Tressler explained 
that the average freezer might not get 
quite as good results, especially those 
ice cream cabinets now being sold as 
home freezer units, which are not as 
well insulated. However, in the aver- 
age home freezer, none will go above 
32 degs. for at least five days. 


Nutritive Values 


Dr. Jenny McIntosh, the Institute’s 
nutritionist, spoke on the nutritive 
value of frozen foods and emphasized 
the fact that no losses occurred during 
freezing and storage of frozen foods, 
when properly done. 

Adelaide Fellows, home service di- 
rector of the Institute, listed many of 
the cooked foods that were suitable for 
freezing storage, such as bread, rolls, 
pastries, pies, and some cooked meat 
dishes. However, Mrs. Fellows ad- 
monished, it is neither expected nor 
recommended that a housewife fill up 
her home freezer with cooked foods, 
for the main benefits of home freezing 
are to be found in preserving fresh 
produce. 
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The Statute of Liberty standing in New York 
x Harbor will welcome our boys back home. We 
hope it won’t be long before the big transports 
steam by this symbol of the American Way of Life. 
Then the time will come when we engage in 
our peacetime occupations once again. To you 
as retail businessmen, this means the promotion 
of better living for you and your customers. 
It means the American public will once again de- 
pend upon you for the selection of their electri- 
cal labor-saving devices and appliances that have 
contributed, in full measure, to the highest stand- 
ard of living in the world. 

The American housewives and their purchas- 
ing agents, the appliance retailer, have attained 
this high standard of living because of their 
adherence to quality and to service. And so, 
when Victory comes, look for these features in the 
streamlined DORMEYER ELECTRIC FOOD 
MIXER. 
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HEAT EXCHANGER 
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Heats More Air 


Through the 46 Venturi tubes, a propeller-type 
slow-speed fan sends completely conditioned 
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air spinning to remote rooms and corners. 
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NEW Kind |\¢ 


3% NEW, but with performance and economical operation 
PROVED. Approved and recommended by the country’s 


best known and nationally recognized authorities, 


O 


Ex 








ELEC 





of Console-Type Heater 


OF AN AIR CONDITIONING FURNACE 
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“New, different and better” are claims sometimes carelessly used, 
but with Coroaire the difference is clear and distinct, and there is 
ample proof of better results and greater economy. 


Coroaire is the first and only space heater of its type that does a 
complete winter air conditioning job in a 5 or 6 room house or 
comparable space in all kinds of business places—a balanced job, 
without the usual expensive duct system. Coroaire is as easy to 
set up as a radio receiver, and just as attractive in appearance as 
the finest console-type radio. And with Coroaire, heating com- 
fort is as easily tuned in as your favorite radio program. 


No other heater can equal Coroaire, because the heart of this 
marvelous heater—the cast iron Heat Exchanger—is so designed 
that it produces more usable heat and does a more efficient job, 
also, of delivering filtered, humidified, heated air where it is 





needed. This Venturi tube Heat Exchanger is an exclusive pat- 
ented feature of Coroaire which provides 20% to 40% more 
heating efficiency than conventional designs. 


This revolutionary innovation in heating devices was develo 

just prior to the war, and now Coroaire, with its almost unbeliev- 
able, but PROVED, efficiency and economy will be available for 
civilian use in homes and business places and will quickly take .- 
its rightful place as the outstanding achievement in the heating 
industry. Case histories of heaters in use since before the war, 
44 tee by fuel bills, show costs as low as $5.51 monthly in 
the heating of 5 or 6 room houses in the Great Lakes section. 


Coroaire is equipped with every convenience and safety device 
and is approved by the American Gas Association. 


Burners for natural, manufactured and bottled gases, and oil. 


20%—40% More Heating Efficiency than Conventional Designs 


HERE’S HOW COROAIRE MAKES MORE 
OF THE HEAT USABLE... 
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HEAT EXCHANGER 
Consists of 
46 Venturi 

Tubes of This 

Shape: 





The design of the Venturi tubes— 
46 of them—in the Coroaire Heat 
Exchanger provides more heating 
surface than other heat exchangers. 
The tubes are placed in a staggered 
arrangement, causing the flame to 
take a zig-zag course, increasing 
the surface contact equal to 93 
square feet of prime heating sur- 
face. Thus, more of the heat of 
j Coroaire is usable heat. This ad- 
vanced engineering has created an 
almost unbelievable saving in fuel, 
as no heat is wasted. 














..-AND HERE’S HOW MORE HEATED AIR 
IS DELIVERED WHERE IT IS NEEDED 


Because of design and construction, 
the Coroaire patented Heat Exchanger 
“eee anny five (5) square inches of 

eating surface to every one (1) 
square inch of heating surface found 
in ordinary furnaces or heaters. This, 
however, is only one of several ad- 
vantages of the Venturi tubes in this 
Heat Exchanger. Most important is 
the fact that, because of the shape of 
the tubes, the air forced through by 
the fan is caused to spin (like a funnel 
spins a liquid). This spiral action, 
together with the greater heating sur- 
faces, results not only in heating 
greater volumes of air but also this 
swirling, spinning movement sends 
the heated air to remote rooms and 
corners in a manner unmatched by 
any other heater. 








There’s no lazy heat in Coroaire—and no 
lazy air in the home heated by Coroaire. 
The slow speed propeller-type fan draws 
cold air from all over the space to be 
heated, and the six blades of this 18-inch 
fan gently force air through every one of 
the 46 oe of the Heat Exchanger, where 
spiral action gives the heated air a boring, 
spinning motion that delivers the heat 
where it is needed. The quiet fan revolves 
650 times a minute and moves 864 cubic 
feet of air a minute, and electric consump- 
tion is equivalent to that of a 50 watt bulb. 
With the Coroaire Heat Exchanger the air 
goes through not around . with not 
speunet ... and free and unrestricted, not 
affled. 





DISTRIBUTORS AND DEALERS NOW BEING APPOINTED 


“Just what we’ve been looking for—a really new and efficient winter 
air conditioning package unit of proved performance and economy, 
and adequately backed—appliances that can be widely sold in business 
places as well as homes, new and old.” So said some of the country’s 
most prominent appliance distributing organizations who already have 
secured Coroaire franchises. The first qualification—performance and 
economy—is available in many case histories of Coroaire Heaters used 
since before the war. And most important of all, back of Coroaire is 


SEE THE COROAIRE DISPLAY 


Onto 
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one of the country’s largest and best known steel fabricators with prac- 
tically unlimited resources and engineering and manufacturing facili- 
ties, assuring quality, advanced engineering service and deliveries. 
Many distributors throughout the country already have been appointed 
and are establishing dealer organizations. Desirable territories still 
open. Inquiries from specialty selling organizations—wholesale and 
retail—are invited. Quick action is suggested. Write or wire, stating 
size of organization, experience and territory covered. 

CHICAGO 


FURNITURE MART 


HEATER CORPORATION 
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District service supervisors and product service representatives get together for 
important meeting in Bridgeport. Back row, left to right: N. T. Foster, Cleveland; 
R. D. Evans, Philadelphia; P. Graves, Atlanta; L. Keleman, Boston; A. T. Streever, 
Cleveland; H. R. Luttenbacher, Chicago. Front row: V. Hagmann, Minneapolis; 
W. J. Kern, San Francisco; R. H. Smith, Dallas; John Dreyfus, San Francisco; A. E. 
Davis, Minneapolis; A. T. Taft, New York. 


| G-E Service Center bill, Jr., of Tennessee Valley Associ- 
ated Marketers. 


May Lay 1945 Plans The move involves no change of 
ownership and management. It’s pri- 
An encouraging picture of electric mary purpose is to allow concentration 
home appliance service and repair for on sales to wholesale distributors of 
1945, of supreme importance to the major and small appliances. 
| wartime housewife, was given recently 
to two field groups of General Elec- 
tric’s service personnel. . 
According to L. H. Taylor, man- Public to Be Offered 
ager of the product service division, Silex Co. Shares 


and W. C. Noll, oe of the appli- Approximately $1,300,000 worth of 
look — oo ar ee nat tn stock in the Silex Co., manufacturers 

° ‘ = of glass coffee makers and other 
G-E appliance > The ——— be household utilities, will go in the hands 
whe Rept tne th e shecnencsnenge of the public, it was indicated following 
— = a the filing of a prospectus with the 


replacement parte have been elimi- Securities Exchange Commission for 
ag banter ee ong = = the registration of 82,000 shares be- 

: ? longing to the estate of the late Frank 
service and parts structure has been E. Wolcott, who was the company 


ee — Didi, president and principal stockholder. 


agers and operating managers of four- 
teen factory-operated appliance service 
centers met with the headquarters’ or- 
ganization. Following this group in 
conference came the service super- 
visors and product representatives 
from all district offices across the 
country. 

One of the major topics of discus- 
sion at both meetings concerned plans 
for future training of servicemen and 
general product educational activities. 
Coming on the eve of another series 
of nationwide G-E training schools, 
the representatives were able to get a 
firsthand glimpse of the available train- 
ing material and hear directly from 
those responsible for its preparation. 
Over 150 schogls are scheduled to be 
held within the next few weeks, and 
an attendance of some 6,000 dealers 
and their servicemen is expected. 

Other important subjects on the 
program included a report on the re- 
placement parts situation as it looks for 
1945, and papers by members of the 
group on methods for speeding up and 
improving parts and repair service to 
G-E distributors and dealers. 
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TVA Marketers Form 
Economaster Sales Division 


300,000TH G-E BAZOOKA—Undersecre- 
tary of War Robert P. Patterson and 
Organization of an Economaster Charles E. Wilson, president of General 


Made in Newton, lowa Since 1908 by 





AUTOMATIC WASHER COMPANY 
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Sales Division to handle the marketing, 
sales promotion and advertising of 
heaters and other electrical appliances, 
has been announced by Wheless Gam- 
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Electric, with the 300,000th bazooka pro- 
duced by the Bridgeport plant. This is 
the newest model, shown folded for 
easier handling. 
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1110000 TIMES...FOR YOUR POSTWAR PROFIT! 
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® Sold before war stopped production, over 5,000 
Hamilton Automatic Clothes Dryers are now bril- 
liantly proving their time-and-work-saving worth 
.--in homes and apartments from coast to coast. 
Distributors and dealers...as well as owners... 
are enthusiastic. Every sale stays sold. No service 
headaches, for the Hamilton Dryer is simplicity 
itself, having only three simple moving parts. 


Typical of comments received from distributors 


AUTOMATIC CLOTHES 


(BOTH GAS AND ELECTRIC MODELS) 


DRYER 


is this one from Mr. B. H. Spinney, President, 


B. H. Spinney Co., Springfield, Mass. “You have 
an excellent specialty item in this Clothes Dryer... 
a gold mine of postwar sales and profits possibil- 
ities for both distributor and dealer. 

The Hamilton Automatic Clothes Dryer has 
been thoroughly tested by 18 utilities in our terri- 
tory, and I am glad to say that it bears their 
valued okay.” 


BE Spinney 
EVERY WASHER BUYER 
A POTENTIAL PROSPECT 


Postwar sales opportunities are practically un- 
limited. Surveys show that one in every four house- 
wives wants an Automatic Clothes Dryer. 

The reasons are easy to see. An entire washer 
load of clothes is damp-dried (ready to iron) in 
only 15 to 25 minutes. No more worry about rain, 
humidity, snow, soot... the whims of the elements. 
? Every washer you sell will be a natural opening 
to sell a Hamilton Automatic Clothes Dryer. Two 
unit sales instead of one! Furthermore, this new 
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appliance will involve no trade-ins. A clean deal 
for clean profits! 
The Hamilton 
ppLiANce sHo Automatic Clothes 
NU ARY A — visit aoa Dryer is approved 
dially invit "1 Maio Appli by Underwriters 
o— os s@ Laboratory and the 
the How Floor American Gas Asso- 
Show ath cHICcA o ciation. For further 

HO ’ facts about this post- , 

P LMER 7-12: inc. war’ money- maker, . ad 
Janvery concer” drop us a line today. ial 
icu At on Auto- ———— 
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..and seems nearly every- 
body’s asking for a Cadillac Vacuum 
Cleaner. Distributors, dealers, homemakers 
..ever-increasing scores of them...request- 
ing, even demanding Cadillac Vacuum 
Cleaners. That’s the way it always has 
been, and, undoubtedly, that’s the way it 
always will be. Why? Because during the 
nearly three and a half decades we have 
been producing cleaning equipment, never 
once have we deviated from our establish- 
ed high standards...nor will we ever. 
Cadillac Vacuum Cleaners are famed for 
their super-efficiency, their durability, out- 
standing quality and value. Plan a profit- 
able future...investigate our plan. 






































































SOLD ONLY THROUGH 
RELIABLE DISTRIBUTORS 
AND DEALERS 
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A. E. Allen, chairman of the board at 
Landers, Frary & Clark welcomes Uni- 
versal sales personne! to post-war sales 
conference. In his talk he stated aggres- 
sive selling would be necessary to insure 
full employment. 


— 


R. L. White, president of Universal, 
speaking of post-war policies, empha- 
sized company's reputation for quality 
production and declared it would con- 
tinue to maintain ingenuity in design, 
styling and manufacturing. 


Universal Holds Comprehensive 
Post-War Sales Conference 


Landers, Frary & Clark recently held 
a five day post-war sales conference at 
its New Britain plants for a review of 
the wartime period and a preview of 
post-war models, sales, promotion, ad- 
vertising and general company policy. 


Aggressive Selling Needed 


Declaring that aggressive selling 
would be necessary to insure full em- 
ployment post-war, A. E. Allen, chair- 
man of the board, pointed out how in 
the war years management and em- 
ployees of the company had learned 
new and better ways of manufacturing 
quality products and that those meth- 
ods would be incorporated in post-war 
manufacturing. 

R. L. White, president of the con- 
cern spoke of the company’s general 
policies. He emphasized Universal’s 
reputation for quality products which 
he declared it would continue to main- 
tain through ingenuity in design, styl- 
ing, manufacturing coupled with ag- 
gressive merchandising. In addition 
he asserted that clean distribution 
methods allowing fair profit margins 
and eliminating chiseling methods 
would be maintained by the company. 


“Forward March to Market" 


B. C. Neece, vice president and gen- 
eral sales manager, who presided at the 
meetings, outlined the future aims and 
plans of the company and presented 
each salesman with a copy of Uni- 
versal’s “Forward March to Market”, 
a pictorial study of what and how 
Universal will accomplish in manu- 
facturing, distributing and merchan- 
dising their products in the post-war 
era. 

Following Mr. Neece, H. M. Par- 
sons and E. J. Van Buskirk, vice presi- 
dents outlined the present status of 
consumers durable goods limitation 
orders and allocation of current pro- 
duction. During the week Mr. Van 
Buskirk also spoke on the development 
of new sales systems, smallwares mer- 
chandising policies and conducted a 
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cutlery sales clinic. W. J. Cashman, 
director promotion and __ publicity, 
opened the second day’s session in a 
discussion of advertising and promo- 
tion. He related the impact of the 
“U” Plan for “V” Day over the past 
years. In his talk he stressed the im- 
portance of continued national and 
trade advertising and how it effectively 
brings the customer closer to the 
manufacturer. 

“Distributors and dealers must make 
a good profit selling Universal mer- 
chandise.” said Mr. Cashman. “Our 
post-war marketing plans never lose 
sight of this fact. Every new develop- 
ment at Universal is focused upon the 
ultimate sale of our products by our 
dealers to their customers. Post-war 
lines will be merchandised through 
legitimate trade channels. Clean dis- 
tribution practices will be supported. 
Universal’s well diversified lines will 
jeature fewer models, with outstanding 
eye appeal, attractively priced to as- 
sure rapid turnover of inventory at 
good profit margins.” 


Engineering Plans Reviewed 


The next two days were devoted to 
a series of clinics on Universal’s engi- 
neering and designing plans conducted 
by W. J. Russell, vice president in 
charge of engineering, assisted by 
H. E. Metz. In the course of these 
clinics post-war models of new models 
small appliances, hardware and cutlery 
and the 194X models of major appli- 
ances were presented. To insure dealer 
sales future with Universal nearly a 
million dollars is being expended to 
re-design the entire Universal line, 
Mr. Russell said. 

Lee A. Brown, vice president and 
sales manager concluded the days talk 
with a brief discussion of the changes 
in manufacturing procedures. F. L. 
Dabney, treasurer of the concern was 
introduced to the group. H. M. Stack 
in charge of the customer service de- 
partment outlined the duties of his di- 
vision and H. B. Payor, assistant range 
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SMALL TOWN 
TO THE EARTH’S 


FAR CORNERS 
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UT to the Far East, to ports on the seven 

seas identified only in code on the pack- 

ing cases, goes war material so vital that it is 

needed on every beachhead and before the 

beachhead is created——poured out of one ship- 

ping room in just ove factory in just one small 
Connecticut town! 

Incredible? Not when Yankee ingenuity is 


taken into consideration—the same Yankee 





ANKOSEAL multi-conductor 


insulated cables are among the 





‘ingenuity that stems from many lifetimes of 


meeting difficult situations. 

That’s the case here at Ansonia—typical of 
our approach to the problems which any form 
of electrical cables can solve. However difficult 
the requirements of peace may be, we feel 
that we can be of assistance in meeting them 
in new ways, as we have met the changing 


problems of war and peace before. 


THE ANSONIA ELECTRICAL COMPANY 





most promising of Ansonia 
war-proven developments. If 
you have, or expect to have, 
a use for electrical cables— 


CHECK ANKOSEAL! 











Specializing in “Ankoseal” a Thermoplastic Insulation 
ANSONIA ¢ CONNECTICUT 


A Wholly-Owned Subsidiary of 


NOMA ELECTRIC CORPORATION 
GENERAL OFFICES e NEW YORK, N. Y. 
—lIn peacetime makers of the famous Noma Lights—the greatest name in decorative 


lighting. Now, manufacturers of fixed mica dielectric capacitors and other radio, radar 
and electronic equipment. 
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BUSINESS 


Ves— the Kitchen Business USED TO BE a 
specialized business — until Youngstown Kitchens 
were merchandised on a national basis. 


Now the Youngstown Kitchen M 


erchandising 


Business has been further simplified. Planning has 
been so simplified that there is practically no loss 
on plans and estimates that are never sold. 


Selling has been simplified so that the mass 
market is open to the Youngstown Kitchen Dealer. 
Installation has been simplified so that extensive 


remodeling is the exception rather than the rule. 


The post-war Youngstown Kitchen Business 


is a natural for the home equipment 
wants to cash in on this pre-sold, 
unsaturated market, without the 
headaches of trade-ins and service. 


Write for full information and 
the name of your distributor. 


MULLINS MANUFACTURING CORPORATION 
WARREN, OHIO 


Large Pressed Metal Parts 
Design Engineering Service 


Porcelain Enamel Products 






retailer who 


Until the last shot is 
fired — buy bonds — 
give blood — salvage 
fats and paper —work 
for Victory. Then do 
your part to 











by Mullins. 











W. J. (Bill) Cashman, di-. 


rector promotion & pub- 
licity in his symposium on 
advertising and market- 
ing. He was assisted by 
J. H. Milkey, Universal's 
advertising manager and 
Gilbert Goold, Wortman, 
Barton & Goold. 


B. C. Neece, vice presi- 
dent and general sales 
manager outlines future 
aims of Landers, Frary & 
Clark. Said Mr. Neece, 
"We have spared no ef- 
fort in planning new lay- 
outs and installation of 
new machinery.” . 





Snapped at Universal Sales Conference 


W. J. Russell, vice-presi- 
dent in charge of engi- 
neering describes Uni- 
versal’s engineering and 
designing plans. “Crea- 
tive thinking is given free 
rein,” said Mr. Russell, 
speaking of six Universal 
laboratories. 











YOUNGSTOWN. KITCHENS 
Mullins Mfg. Corp., Dept. EM-1244, Warren Ohio 


Please send me Youngstown booklet, “Get Acquainted With Your 


Kitchen Business’. 


Name 
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City 
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sales manager gave a brief resumé of 
the current priority regulations. 


Home Economics 


Margurette Reinhart, director of 
Universal’s Laboratory for Modern 
Living pictured the laboratory’s func- 
tion in the post-war era. Miss Rein- 
hart said, “An important asset in to- 
morrow’s selling is Universal’s effi- 
cient up-to-date kitchen testing labor- 
atory. Equipped with many work 
centers simulating actual home condi- 
tions and housing the latest types of 
labor saving equipment, it will be used 
extensively for training utility home 
service groups and other home econo- 
mists and sales groups.” 

The conference closed with a dis- 
cussion of the major appliance mer- 
chandising policies with H. M. Par- 
sons, vice president in charge of the 
electric range and water heater di- 
vision outlining the company’s range 
program. Lee Moss, sales manager 
of the Home Cleaning Division and 
E. L. Farquharson, sales manager of 
the Home Laundry Division discussed 
the post-war practices of their re- 
spective divisions. 


Marshall Field Uses 


Firm Name on Appliances 


A new merchandising policy under 
which Marshall Field & Co., will sell 
major household appliances under its 
own brand name in addition to han- 
dling other nationally known brands 
was announced recently by William S. 
Street, vice president and general 
manager. 

Marshall Field & Co., plans to pool 
its purchases of these appliances with 
23 other stores through the Associated 
Merchandising Corp.—a_ purchasing 
organization, which Marshall Field has 
been associated with for more than a 
year in the development of foreign 
sources of supply and the establishment 
of foreign buying staffs. 

Among the appliances to be sold 
under the Marshall Field brand will 
be refrigerators, washing machines, 
ironers, ranges, cleaners and dish- 
washers. 
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Admiral Sets Post-war 
Goal of $38 Million 


In a report given to the board of di- 
rectors, Ross D. Siragusa, president of 
Admiral Corp., Chicago, said that with 
the acquisition of the Stewart-Warner 
appliances, Admiral has set a goal of 
approximately $38,000,000 for the first 
year of unlimited production. This is 
in contrast with approximately $12,- 
000.000 output in the last year of 
civilian production immediately prior 
to the war. The $38,000,000 produc- 
tion figure includes the Admiral 
domestic line of radios, refrigerators, 
electric ranges, and home freezers 
plus export and manufacturing of auto- 
matic record changers for other set 
makers. A $30.000,000 volume is 
anticipated for merchandise bearing 
the Admiral brand. 

Mr. Siragusa further amplified this 
statement by giving the figures for 
prewar as follows: in radio, Admiral 
did $12,000,000; Stewart-Warner did 
approximately $7,000,000 in appliances. 
Post-war, Admiral estimates a $15,- 
000,000 volume in radio sales under 
the Admiral name and an equal figure 
in home appliances. 

Available facilities give assurance 
that Admiral can easily manufacture 
over 300,000 refrigerators a year, and 
over 1,000,000 radio sets. If demand 
is such, he said, Admiral will embark 
on an expansion program which will 
far exceed the projected figure of 
$38,000,000. 


Complete Distribution Set-Up 


Complete national distribution for 
Admiral products has been set up and 
approximately 70 companies will dis- 
tribute the company’s products 
throughout the U. S. 

At the close of the first nine months 
of 1944, January 1 through October 31, 
Admiral made and delivered to the 
government $36,500,000 in radar and 
radio communications. For the year 
ending 1944, Admiral expects to pro- 
duce and deliver approximately $45,- 
000,000 worth of equipment to our 
armed forces. This is in contrast with 
the figure of $16,000,000 for the year 
of 1943. 
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Conlon Washers? That’s right! And 
what washers they will be—to go hand in hand as com- 
panions to the market’s outstanding line of Conlon Ironers. 
These washers are styled for tomorrow—built for lasting 
service—with every element of appeal and usefulness and 
competitive too! 


Here are two “fine companions”, for profit!—They’ll 
stand by you for many years to come because they are built 
for lasting service. 


Our postwar 


planning definitely includes expanding 
plant production facilities—to adequately serve you. We'll 
be ready as soon as anyone, when regulations permit pro- 
duction and shipment. 


We'll be in Space No. 54 of the 
HOUSEWARES MANUFAC- 
TURERS SHOW January 7-12, 
Palmer House, Chicago. 





CONLON CORPORATION 


1824 S. 52nd AVE. CHICAGO 50, ILL. 
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A. Schwefel of Milwaukee. 


Parts Jobbers a Step 
Closer to Catalog 


Like the seven labors of Hercules, 
the building of a catalog which will 
list parts for all models and brands of 
washing machines is a gigantic task. 

Nevertheless, Gordon H. Adler, who 
heads the committee for the Appliance 
Parts Jobbers Association Inc., had 
a fair beginning to present to 40 mem- 
bers whd met in Chicago recently. 
When the complete catalog would be 
off the press Mr. Adler could not 
say, but he felt that something could 
be supplied by members soon. 

Members of the association esti- 
mated that they sold around $4 mil- 
lion worth of parts in 1944 against $1 
million in 1940. The average mem- 
ber’s sales ran around $100,000. 

Officers of the association are: Wm. 
A. Schwefel, president, whose firm is 
the R. & S. Co., Milwaukee; first vice 
president, Chas E. Sundberg, who 
heads the C. E. Sundberg Co., Chi- 
cago; Wilfrid L. Cloutier is secretary- 
treasurer, Detroit. Headquarters are 
in the Dime Building, Detroit 26, 
Mich. 


ed 


National Television 
Council Formed 


Formation of the National Tele- 
vision Council, which will seek to 
keep the public informed of the latest 
developments in television and to ex- 
change ideas and experiences in the 
field, has been announced by Richard 
H. Hooper, regional manager of ad- 
vertising and promotion for the RCA 
Victor Division of Radio Corp. of 
America, and newly elected president 
of the NTC. 

A planning group of representatives 
of all branches of thinking on tele- 
vision, the Council has set up perma- 
nent headquarters in the La Salle 
Hotel, where regular meetings will be 
held. 

Members of the National Television 
Council include Commander William 
Eddy, on active duty with the Navy 
in Chicago, who has been responsible 
for several vital developments in tele- 
vision and is vice-president of the 
group; Ross Metzger, advertising 
executive, representing the thinking of 
advertising agencies, who is secretary- 
treasurer of the Council; Don McNeil, 
master of ceremonies of radio’s Break- 
fast Club, and Burr Tillstrom, tele- 
vision puppeteer, representing the 
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At the Appliance Parts Jobbers Chicago meeting: G. C. Fredericks of Hurley; Ralph 
A. Simons, service manager for Nineteen Hundred, and Association president Wm. 


actors’ viewpoint; Charles Lyons, 
representing television’s counterpart of 
the commercial radio announcer, and 
F. K. Starbird, tire company official, 
bringing to the group the advertiser’s 
point of view. 


Wire Recorder Licensing 
Radio Set Manufacturers 


That the little gadget which makes 
possible recording an apparently end- 
less radio program on wire is going 
to have a number of commercial uses 
when the war is over is revealed by 
the Armour Research Foundation. 

Besides General Electric, Stromberg- 
Carlson has been licensed and will 
probably manufacture home sets adapt- 
ing the recorder; C. G. Conn Ltd., 
Elkhart, Ind., musical instrument man- 
ufacturer, expects to market the re- 
corder in the educational field. WiRe- 
corder Corp., Detroit, plans to use it 
for auto use; and last, Utah Radio 
Products Co., Chicago, has four uses 
for it. 

The Utah company is said to expect 
to invade four fields with the wire 
recorder, none of which will buck an 
established industry. One will take 
down all programs aired by radio sta- 
tions providing a 24-hour day library 
broadcast. Another model may be 
used in picking up the street interview 
type of program and another for field 
work. A self-contained battery oper- 
ated recorder is expected to be offered 
for use outside the home radio field. 


* Third, a home recording instrument 


for individual non-commercial enter- 
tainment will enable owners to record 
any home activity or transcribe a radio 
program which can be played back. A 
fourth field will be in transportation 
communication. 

Harold Vagtborg, director of the 
Armour Research Foundation, is presi- 
dent of the Wire Recorder Develop- 
ment Corp., whose headquarters is at 
8 South Michigan Ave., Chicago. L. A. 
Crowell is vice-president, Raymond 
Spaeth, secretary-treasurer. 

The recorder employs a .004 in. 
diameter magnetic steel wire, finer 
than human hair. The wire is fed from 
one reel to another through a series 
of guy poling, acting through a mag- 
netic recording head which charges the 
wire with speech, music or any sound. 
It can be made to start or stop auto- 
matically: and requires no attention 
while operating. By demagnetizing it 
offers unlimited re-use of the wire; it 
affords instantaneous play-back with- 
out processing. 
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F you are using ALS1Mac Steatite In- 

sulators (and most leading manufac- 
turers of electrical appliances are) you 
know that their ideal mechanical and 
electrical properties are permanently de- 
pendable, You know that AtS1Mac In- 
sulators are Masters of power and heat 
... do not absorb moisture... are non- 
corrodible. You know these insulators are 
strong, hard, rigid—do not distort with 
time or by loading. You know that ALSi- 
Mac Insulators are economical because of 


AMERICAN LAVA CORPORATION 


CHATTANOOGA 5, TENNESSEE 





here has been enlarged 


PERMANENT DEPENDABILITY 


FOR TODAY’S PRODUCTS...FOR POST-WAR DESIGNS 


high speed production — convenient to use 
because they are made to close tolerances. 

If you are not using ALS1Mac—in- 
vestigate now. Give your products of 
today —your designs of tomorrow—im- 
proved efficiency with the permanent de- 
pendability of ALS1Mac Steatite Insula- 
tors. Send us a sample or blueprint. Let 
ug show you where ALS1Mac will fit into 
your insulation picture. 






The stove bushing reproduced 





approximately six diameters, 
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i by an unexcelled record of radio firsts, the new leader in radio, FM and television—and we plan to continue 
Westinghouse radios are on the way! this leadership in the exciting days ahead. 

Soon after V-E Day you will see a complete line of Westing- HERE’S WHAT’S COMING FOR THE 

house radios, radio-phonographs and television sets. These WESTINGHOUSE RADIO DEALER 

new sets—together with the sales policy, the advertising and nd? 

the local promotion that go along with them—will set a new 1. Radio and television sets unexcelled in quality, perform- 
high in radio merchandising. ance and style. 

The new sets will embody not only the rich heritage of 2. A sales policy based on our belief that you will sell 
Westinghouse peace-time radio experience, but also the Westinghouse radio in volume if we protect your oppor- 


experience we have gained as one of the world’s largest tunities to do a volume job. 


manufacturers of radio and electronic equipment for the war. 3. A year-round series of promotions keyed to your calen- 


They will represent the very best in radio. dar of seasonal buying. 

And that’s as it should be. For remember, it was Westing- 4. National advertising keyed to every promotion. 

house that first brought radio to the homes of America 5. Ready acceptance in millions of homes where 30,000,000 
through station KDKA. From the days of the “tomato-can” Westinghouse appliances have made friends through 


mike and the crystal set until now, Westinghouse has been a service. 


,| xew Westin ghou 





PLANTS IN 25 CITIES 





OFFICES EVERYWHERE 
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WINKLER POST-WAR PLANNING MEETING—District sales managers met recently 





at the home offices of the U. S. Machine Corp., Lebanon, Ind., for a preview of the 
company's post-war plans, and to hear about the new anthracite stoker line and the 
improvements planned for the Winkler bituminous models. They also inspected the 


company's three Lebanon plants. 





1945 International 
Lighting Exposition 


The leading lamp and _ lighting 
equipment manufacturers of the United 
States will join together next April 19 
to 23, 1945, in the International Light- 
ing Exposition at the Palmer House 
in Chicago to unveil the newest devel- 
opments in lampssand lighting equip- 
ment for industrial plants, schools, 
offices, stores and similar locations and 
at the same time show how better 
lighting is speeding war production 
and helping to win the war. This 
will be the largest exhibit of industrial 
and commercial lighting equipment 
ever assembled under one roof. 

Architects, consulting engineers, 
building managers, electrical contract- 
ors, wholesalers, electrical . dealers, 
school executives and executives of 
industrial and commercial establish- 
ments will have an unequaled oppor- 
tunity to preview better and more 
efficient lighting units for offices and 
industrial plants, new and novel store 
lighting fixtures, advanced school 
lighting and new types of floodlighting 
units for sport areas and service sta- 
tions. 

There will be many interesting and 
informative displays by manufacturers 
as well as educational exhibits by the 
Illuminating Engineering Society and 
by the Better Light Better Sight 
Bureau which will show the progress 
made in the utilization of improved 
light sources for the conservation of 
eyesight and easier and more comfort- 
able seeing. 


Norge To Buy Vulcan Plant 
For Range Production 


As a major step in an overall pro- 
gram of expansion and plant con- 
version and decentralization, the Norge 
Division of Borg-Warner Corp. has 
exercised an option to purchase the 
Effingham, IIl., plant of the Vulcan 
Corp. and if final agreement to buy is 
reached, range production will be con- 
centrated there in the future, it was 
announced by Howard E. Blood, 
Norge president. 

When the program has been com- 
pleted all of the company’s plants, in- 
cluding those in Muskegon Heights 
and Muskegon, Mich., and Detroit, 


will have been converted to single- 
purpose, 
said. 


straight-line production, he 
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All machines for the manufacture of 
the hermetic motor-compressor re- 
frigerating unit and for washing ma- 
chine transmissions have been shifted 
from Detroit to the Norge Machine 
Products plant in Muskegon. Entire 
production of these devices will be 
concentrated in that factory in the 
future, Mr. Blood stated. In addition, 
he continued, the transfer will free 
congested Detroit plant space for ex- 
clusive manufacture of transmissions, 
gears and other industrial products. 


American Home 
Reader Survey 


The average homemaker is not too 
familiar with fluorescent lighting, ac- 
cording to The American Home 
Reader-Consumer Panel survey made 
in August, 1944. Replies were re- 
ceived from 1842 members, represent- 
ing a cross-section of the readers of 
The American Home, and therefore a 
cross-section. of the homemakers of 
America, in which it was revealed that 
only 18 percent of the Panel homes 
have fluorescent lighting, mostly in the 
kitchen, and 37 percent definitely in- 
tend to install fluorescent lamps and 
fixtures after the war, while the other 
33 percent have apparently not given 
the matter much thought. 

Almost half the Panel members—48 
percent—own electric alarm clocks 
and, curiously enough, almost. half— 
46 percent—of these were gifts. The 
average retail price of these clocks was 
estimated to be about $6.93. 


Establish Home Economics 
Consulting Service 


Demetria Taylor and Gertrude 
Lynn, formerly of the McCall Kitch- 
ens, McCall’s Magazine, announce 


their association as Home Economics 
Consultants with offices at 123 East 
62nd Street, New York City. They 
will specialize in foods and equipment, 
research, product testing, recipe test- 
ing, etc. 

Miss Taylor was formerly head of 
McCall’s Kitchens for four years, and 
was with Good Housekeeping Institute 
for eight years, four of which were 
spent as head of the equipment depart- 
ment. Miss Lynn’s experience in- 
cludes ten years with McCall’s Kitch- 
ens where she acted as associate food 
editor and director of foods presen- 
tation. 
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NEW FEATURES MAKE TK 
HEATING UNITS A 


+ 4 star HiT! 













f The coil in a perfectly 
flat plane is welded 
3k to a new type unit 
support thus assuring 
maximum utensil 

contact area. 


All edges are round- 
ed...this means 
no more scratched 
hands. 


PTE 


] The coil raises to a 


| wide angle and the 
pan is removable 
making it very easy 


to clean. 







The heating coil 
assembly may be 
replaced separately 
=-without replacing 
entire unit. 


Women will want 
TK UNITS 
on their new 
electric ranges 
for 4 “new” reasons 


These new features added to 
all the well-known dependable 
TK qualities are real box-office 
attractions. 
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TK REPLACEMENT UNITS are 
NOW available. Send for new 
free Replacement and Service 
Manual No. 8. 


DOMESTIC AND INDUSTRIAL HEATING AND 
COOKING UNITS*+ SWITCHES « CONTROLS 


TUTTLE & KIFT INC. 


GENERAL OFFICES AND PLANT 


1825 NORTH MONITOR AVENUE 


CHICAGO 39, ILLINOIS 


4 oy = _ 
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NEWSWEEK PARTY—During the convention of the National Electrical Manufacturers 
Association in New York recently, Newsweek magazine held a party. Snapped above, 
left to right, are Charles Swartzbaugh, president, Swartzbaugh Mfg. Co.; Mildred 
Nichols, Graybar Electric Co.; Richard L. White, president, Landers, Frary & Clark; 
Mrs. Charles Swartzbaugh and Arthur P. Hirose, director of promotion and research, 


Newsweek. 





British Columbia Dealers 
Discuss Post-War Problems 


Approximately 100 dealers from 
points throughout British Columbia 
assembled in Vancouver recently for 
the first convention of the Electrical 
Appliance Dealers Association of Brit- 
ish Columbia. 

Serious consideration was given to 
the present ceiling prices on used appli- 
ances, and downward revision so that 
prices would compare with the basic 
period price rather than the original 
ceiling price of the merchandise was 
favored. The convention went on 
record as favoring an immediate en- 
forcement of regulations establishing a 
ceiling price for private sales by con- 
sumers, and for autioneers acting 
as their agents on the same level as 
the price allowed dealers on guaran- 
teed sales. It was felt the regulatien 
should require that the owner must 
possess the goods for six months be- 
fore offering them for sale. 

Suggestion was also advanced that 
publication of a blue book of trade-in 
values on used appliances and radios 
would be of very definite assistance to 
dealers, particularly in the post-war 
period. 


New Models 


A resolution was advanced that 
manufacturers should be asked to only 
bring out new models as they develop 
new engineering designs to warrant 
such action. Some dealers felt that the 
annual change of models, particularly 
in radio, definitely stimulated sales. 
It was also suggested that if Canadian 
manufacturers adopted a plan of cur- 
tailed number of models, it would 
place the Canadian trade at a dis- 
advantage with the United States, and 
result in greater inducement to bring 
radios and appliances across the 
border. 

Objection was expressed to the 
present system of guarantees on radio 
tubes. It was felt that the ninety day 
guarantee should date from the date 
of sale by the retailer to the consumer, 
and it was suggested that this would be 
much more satisfactory than the dis- 
count system now used by some manu- 


facturers. A resolution to this effect 
was passed by the convention. Further 
resolution was passed recommending to 
manufacturers that a standard price 
and a uniform discount system on all 
tubes, be introduced. 

Discussion of the subject of uniform 
discounts brought forth a resolution 
that all discounts be standardized, re- 
gardless of quantity purchased. This 
resolution was opposed on the grounds 
that it cost a larger dealer more money 
to do business. It was suggested that 
a greater list of discounts be published 
on the basis of quantity purchases. 
This discussion brought forth the sug- 
gestion that such a system would start 
a vicious circle through encouraging 
over-buying to secure discount and 
then over-anxiety to sell, which would 
result in price-cutting. It was finally 
agreed however that the meeting 
should recommend that the grade sys- 
tem of A, B and C discounts be in- 
troduced by all manufacturers. 


Building Contractors 


Definite opposition was expressed to 
manufacturers and wholesalers allow- 
ing building contractors to buy direct. 
At the same time it was recognized 
that some jobbers who had big ac- 
counts with builders were placed in 
an awkward situation when they re- 
fused to sell them appliances. It was 
suggested that manufacturers should be 
asked to accept responsibility for issu- 
ing definite instructions to their job- 
bers, prohibiting them from making 
direct sales to building contractors. It 
was reported that the Ontario asso- 
ciation had suggested that all sales to 
building contractors be made through 
the retail trade, and that retailers 
grant the discount to builders of 10 
percent where three to six stoves of 
refrigerators were purchased, and 15 
percent where seven or more units 
were purchased, all units to be deliv- 
eted at the one address. 

Credit terms in the post-war period 
resulted in a prolonged discussion. It 
was finally agreed that the principles of 
the present control regulations on 


DECEMBER, 1944—ELECTRICAL MERCHANDISING 











a 
‘ 
4 
} 
rn 
; 
| 


Nba we 


~ 


ELEC 


Christmas 


J ‘\ ' WHEN GILBERT ELECTRICAL APPLIANCES 
4 COME BACK! 





| be 
sSu- ogy 9 GE OD \ ‘ 

job- sao eneercome ere: _ — 
cing Es ae sO i RM ee 

a It 4 ° , 
$80- | REMEMBER... tor electrical appliances 
s to : 


ugh A.C. is the CORRE favorite 


lers 


F 10 

; or 

1 15 

inits : 

eliv- 2 ry 


<iod The A. C. Gilbert Company, New Haven, 
_ It a will be the 7OS7 WAR favorite 








+ Connecticut, is also famous for “Erector” sets, 
“< ate eens American Flyer trains and other outstanding 
Gilbert constructive and educational toys. 






ELECTRICAL MERCHANDISING—DECEMBER, 1944 PAGE 107 








MR. DEALER 


Are You Planning NOW 
for Post-War Business? 


“V" Day is approaching, and with it the return to civilian production. 
ROYAL'S planning is complete, with models that will emphasize still further 
the ROYAL slogan—”Leads the World for Value”. 





Have you made your plans to get started on merchandising Vacuum 
Cleaners? Are you still energetically encouraging reconditioning service? 
Are you in a position to tell your prospective customers about the line of 
*Cleaners you will promote? Are you building a prospect list? Have you con- 
tacted your Distributor or Manufacturer to learn if your name is on the pre- 
ferred customer list? 


* ROYAL CLEANERS are built to give their owners many 
years of uninterrupted service. This is one of the many 
reasons why Dealers find ROYAL more profitable to sell, 
and why Owners find ROYAL more satisfactory to use. 
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IT’S YOUR PATRIOTIC DUTY 
AND IT MAKES YOU MONEY, TOO. 







* * 


Keeping Electrical Appliances in tip top condition, while new ones are unobtain- 
able, is a real necessity. Both ROYAL Dealers and Owners benefit by using 
ROYAL Reconditioning Service. 


To help speed Victory our manufacturing facilities are devoted exclusively to 
the production tools for war. 


When peace comes, and with it the return to normal production of the things 



















a which have done so much to make this the greatest Nation on earth, we soon shall 
7 have available even better ROYAL Cleaners. 
4 ' .* 
a ROYAL IS SOLD ONLY THROUGH DEPENDABLE DEALERS 
"Y nai ahs uY Che foal dab Hi feet ae ah bt Salt 3 cata ls me caaie es see gal ais “() s ig “ Pr Aides Anata eet aM ERO 
THE P. A. GEIER CO., 540 E. 105th St., CLEVELAND 8, OHIO 
Continental Electric Co., Ltd., Toronto, Ont., Canada 
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credit sales be continued, and that the 
matter of handling the situation if and 
when such controls were removed, be 
considered by the executive of the 
National association. 

It was reported that certain manu- 
facturers were advocating a general 
reduction in dealers’ discounts, which 
it was claimed would enable the deal- 
ers to attain sales volume necessary to 
provide greater employment in the 
post-war era, and absorb men demobol- 
ized from the armed services. Any 
suggestion of such reductions in deal- 
ers margins was opposed by the meet- 
ing. 


Appliance Guarantees 


Present discrepancies between manu- 
facturers and dealers guarantees and 
warrantees on different parts of radios 
and appliances, was discussed. The 
meeting went on record as favoring a 
straight 90-day guarantee for the 
complete radio, and a one year guar- 
antee on all electrical appliances with 
no extra guarantee for a longer period 
on any part of such appliances. 

A resolution was also passed that 
manufacturers be asked to embody in 
franchises with dealers a clause requir- 
ing such dealers to maintain their own 
service department or have a contract 
with an established service organiza- 
tion. 

Direct manufacturer-wholesaler-to- 
consumer sales lead to a very heated 
discussion, in which the meeting was 
unanimous in protest against the re- 
scinding of Order No. 120 prohibiting 
such sales. A motion was unanimously 
passed that immediate efforts be 
launched to secure the re-establish- 
ment of Order No. 120, and failing this 
the adoption of the same principles 
through necessary legislation. 


Legislation 


In this connection it was also sug- 
gested: that legislation should be se- 
cured prohibiting wholesalers from 
operating retail shipments on the same 
premises as the wholesale warehouses. 
In this connection it was pointed out 
that the situation in British Columbia 
in the electrical appliance, furniture 
and hardware fields was a particularly 
serious one. 

Policy of manufacturers offering 
premiums to dealers was critized, and 
a resolution was passed calling for the 
elimination of such a practice in future. 

Opposition was expressed to a reso- 
lution that manufacturers be asked to 
establish a factory outlet in each 
province, instead of working through 
jobbers. It was felt that such a reso- 
lution called for action which would 
be very unfair to jobbers who had 
already built up a connection for manu- 
facturers in various provinces. 


First Province Convention 


The convention was the first pro- 
vincial-wide gathering oi electrical 
dealers ever held in British Columbia, 
and it was unanimously decided that 
immediate steps should be taken to 
seek the enrollment of all electrical 
appliance dealers in the province in 
this organization, and that the B. C. 
Electrical Appliance Dealers’ Asso- 
ciation to become affiliated as the 
British Columbia section of the na- 
tional association. 

Langtry Bell, for many years chair- 
man of the Vancouver Electrical Ap- 
pliance Dealers Association and gen- 
eral chairman of the convention, was 
elected as the British Columbia repre- 
sentative on the executive of the na- 
tional association. Fred R. Cavers, 
president of the Ontario Electrical Ap- 
pliance Dealers Association, was 4 
special speaker. 
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FLAMEPROOFING 


LIGHT 


AND MADONNA LILIES 





1. “Safety First” House Beautiful Editors Florence 
Paine (left) and Marion Gough (right) are hot on the trail of 
flame-proofing processes for fabrics. They're getting the low-down 
from John F. Taylor, Sales Manager of the Flameproof Chemical 
Co., who agrees that fire-protection should be considered with 
beauty and convenience in planning tomorrow's homes. 





Qn Light is thrown on postwar living through the study of 
postwar lighting itself. House Beautiful Editor Frances. T. Heard 
discusses lighting advances with Marshall D. Nutt (left), Sales 
Manager of Ivan T. Johnson Co., national distributors of Louver- 
plas; and William F. Rooney, Supervisor of Lighting Products 
Styling for Sylvania Electric Products, Inc. 





3, Getting down to earth about postwar gardening, 
House Beautiful Garden Editor Ralph Bailey analyzes the root 
growth of a Madonna Lily bulb with David Platt (left), Vice- 
President and General Manager of Max Schling Seedsmen, Inc., 
New York. House Beautiful knows that a colorful garden can be 
a delightful frame for the home of tomorrow. 


A\ Star-gazing has no place in House Beautiful’s plans for 
postwar living. So House Beautiful Editors do constant legwork 
tracking down every lead about new products and developments. 
M. M. Miller, of Miller Metal Products (right) , tells Editor Eliza- 
beth Gordon about his company’s blueprints for the future, while 
Designer Lurelle Guild smiles approval. 
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right” 


says Victor Ziminsky, 
Merchandise Manager 


An attractive, modern-looking clock in rich 
walnut .case—the Seth Thomas electric 


alarm, “Echo,” 


Typical of superb Seth Thomas electric clock 
craftsmanship is this handsome “Bolero” 
in green onyx and crystal-clear “Lucite.” 
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“That’s certainly 


of Gimbel Bros. New York store 


“An indispensable part of the many 
thousands of new homes that will be set ° 
up as men return from overseas is a fine 
electric clock. You may be sure that post- 
war planning in our clock department 


will not overlook this great opportunity.” 
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W* AT SeTH THOMAS are proud to say that 
Gimbel stores have featured Seth 
Thomas electric clocks ever since they were 
first placed on the market. 

We assure Gimbels—and you—that as 
soon as Uncle Sam can release us from 
making some of the fine precision equipment 
and intricate timing devices that now take all 
our facilities, we shall make an even 
finer line of Seth Thomas electric clocks 





One of the country’s greatest department stores . . . Gimbel Bros., New York City. 
Other Gimbel stores are located in Philadelphia, Pittsburgh and Milwaukee. 


sure to win the approval of your customers. 

As surveys show, and as Mr. Ziminsky 
agrees, the post-war opportunity is there. 
Seth Thomas plans to meet that opportunity 
with a great line, including many beautiful 
new models, backed by “‘the finest name in 
clocks.” That’s why we believe that the 
franchise for distributing these Seth Thomas 
electric clocks will be one of the most valu- 
able assets a distributor can have. 


Seth Thomas Electric Clocks 


SELF-STARTING ... SYNCHRONOUS 


"fe ferel rare tH checks 


a \ eid 


GTI Seth Thomas Clocks, Thomaston, Conn., a Division of General Time Instruments 
Ja~ Corporation. Seth Thomas is Reg. U. S. Pat. Off. 
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heart trouble — (in 
appliances) Any failure of 
the electric motor which 
inconveniences and - 
vates the owner. baal 














There’s no “heart trouble” in 
that appliance —it has an 
EMERSON-ELECTRIC MOTOR 


Of course, no woman along a stethoscope when 
she buys @ motor-driven electric appliance. But this much is 
true—what the beart is to the human body, the motor is to the 
*s just smart buying aad good common sense to 
wa get a strong, reliable motor—a motor that is 
quiet, uninterrupted operation. 
in your appliance merson-Electric, you cae 
11 give you long, fai cause Emerson- 
made by the same people who make the 
famous Emerson-Efectric Fans—many of which have been in 
operation 25 years and longer! 
buy these new home apP 
Jectric Motors?” 

to modernize or bnitd a new bome? 











is going to take 
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So, when you 
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appliances, and helped to build the reputation of their mokers. 





Are you gol 
Write A ny & complete ion on Emerson- 
Electric Kitchen Ventilating Fans ‘and Home Cooler Fans. 
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EVERY PART 


IS MADE 
BY RHEEM 





Every part that goes into a Rheem 
Automatic Water Heater is designed 
and built by Rheem... tanks, burners, 
controls—they’re a// made by Rheem. 





Rheem plants serve all markets— 
are strategically located from Coast 
to Coast, and from the Great Lakes 
to the Gulf. 





Rheem Automatic Water Heaters 
are made for all types of fuel—gas, 
bottled gas, electricity, oil and coal. 
They are moderate-priced and reli- 
able. 


Now available in limited 
quantities . . . Rheem Auto- 
matic Electric Water Heater 





RHEEM 


MANUFACTURING COMPANY 


Executive and General Sales Offices 
New York - San Francisco » Los Angeles - Washington, D.C. 


Bayonne, N.J. Danville, Pa. Portland, Ore. 
pla Birmingham, Ala. ‘Houston, Texas Salt Lake City, Utah 
AT Chicago, Ill. New Orleans, La. Sparrows Point, Md. 
| Maywood, Richmond, South Gate and Stockton, Calif. 
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ADMIRAL STORE PLAN—One of the attractive store plans—this one for a small 
retail appliance operation—illustrated in the new Admiral Corp. Flexo-Plan booklet, 








shown distributors at a recent Chicago meeting. 


Admiral Introduces Flexo-Plan 
—New Merchandising Service 


You have seen the new chain gro- 
ceries with baskets on wheels, and lay- 
outs designed to pour merchandise 
through the store in a quick moving 
volume. Electrical dealers at»the end 
of the war are going to get the same 
opportunity to slick up their store for 
mass distribution of appliances, as 
evidenced by a “blueprint of things to 
come” presented to 70 distributors of 
the Admiral Corp. in Chicago in 
November. 


Stresses Competitive Angle 


Pointing out that the appliance in- 
dustry is badly out of line, so far as 
capacity to produce is concerned, Ross 
D. Siragusa, president, declared that 
the best way to proceed was to estab- 
lish a competitive situation which 
would boil out inefficiency and give 
the public a chance to benefit by real 
values. He opposed raising a “price 
umbrella” over the industry to protect 
the inefficient producer. 

Before the war there were abuot 33 
manufacturers of radio sets and today 
more than 100 are aiming at the post- 
war market. While peacetime radio 
produced about $300 million worth of 
sets a year, the industry is now turn- 
ing out $4 billion worth of war equip- 
ment. The situation is out of balance, 
Mr. Siragusa said, and the sooner it 
gets back in line to competitive means, 
the better. 

He visualizes a possible annual sale 
of $15 million worth of radio com- 
pared to $11 million worth in 1941. 
Admiral Corp., which has taken over 
Stewart-Warner Appliance business, 
believes that it can boost Stewart- 
Warner’s annual $7 million sales of 
refrigerators up to $13 million, and can 
market $2 million worth of electric 
ranges annually. There is an export 
market waiting of around $8 million, 
plus sales of automatic record chang- 
ers for private brand use. 


Market Analyzed 


Richard A. Graver, vice president of 
the Admiral radio division, says that 
the Cortland St. plant can produce 
about 10,000 radios per day on nine 
assembly lines, and the Knox Avenue 
plant can hit a goal of as high as 6,000 
record changers per day. 

A survey was presented to the dis- 
tributors which indicated a market of 
200 million combinations with auto- 
matic record changers possible in the 
first five years after the war. 


DECEMBER, 


Shown to the distributors was a new 
model designed to sell from $625 to 
$1,000. It had five short wave bands 
in addition to AM and FM, home re- 
cording, public address, record storage 
space, automatic tuning, automatic rec- 
ord changer with slide-away and tele- 
vision. The distributors were told 
that Admiral can market television 
immediately after the war if the in- 
dustry stays on its present standards. 


Black & Decker Electric 
Becomes Lamb Electric 


According to a formal announcement 
mailed recently to customers, the 
corporate name of The Black & Decker 
Electric Co., Kent, Ohio, is changed to 
The Lamb Electric Co. Ownership of 
the company has been acquired by an 
investment group headed by the present 
officers of the company. 

Organized in 1915 under the name 
The Domestic Electric Co., and operat- 
ing since 1928 as a subsidiary of The 
Black & Decker Mfg. Co., Towson, 
Md., the company has continuously 
designed and manufactured fractional 
horsepower electric motors for many 
types of consumer, commercial and in- 
dustrial product applications. Most 
of the output during the war is being 
taken by the aircraft industry for use 
on both army and navy planes. 

There will be no change in either 
management or activities, according to 
R. J. Lamb, president, who states that 
the company is planning for a greatly 
increased volume when civilian pro- 
duction is again resumed. 


Swartzbaugh Has New 
Pot-Type Oil Burner 


The Swartzbaugh Mfg. Co., Toledo, 
Ohio, was recently granted a patent on 
a pot-type oil burner, according to 
L. J. McGrady of that company. This 
invention was developed and field 
tested over a period of years, and has 
been subjected to further thorough ex- 
amination by one of the country’s lead- 
ing research organizations devoted to 
heating problems. 

Plans for merchandising this new 
appliance, which is outside their previ- 
ous field of manufacture that com- 
prised electric roasters, heaters and 
other appliances, has not yet been 
formulated. 
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“Dull life? . . . On a farm? Gee— 
where did you ever get that idea? Every day is 
full, and all of em are different! ... This Spring 
our young apple trees blossomed for the first time. 
Thirty acres in soy beans for the first time, 
too... Jane’s vegetables won two blues at the 
Fair last Fall. She canned over 500 quarts! 
And she’s running the Forum this season... 
Our light truck and a C card gets us to town three times a week . . . Johnny is 
raising his first hog for the 4-H competition, and little Sissie tends her own Buff 
Orpingtons, saves the egg money to buy a bicycle . . . If the frost holds off long 
enough this fall, I plan to dam our stream, have a swimming hole and fish pond 


next year . . . This place is all ours, and all of it interests us a lot...” 


The two-decade agricultural revolution has made farming a more exciting occupation 
as well as a more profitable business . . . New ideas and improved products, 
new techniques and methods, new efficiency with mechanized aids, have put 
more kinds cf eggs in more kinds of baskets, found more diversified sources of 
continuing cash income, larger total incomes... and a margin of income over 
expense that makes successful farmers the best prospects 
for electrical equipment in the world today! . 

SuccEssFUL FARMING is part of the revolution, part of 
the country, part of the farm family and its thinking 
. reaches 47% of farm homes in the 13 Heart 
States, New York and Pennsylvania . . . serves as a 


major medium to the largest potential of new sales 







and profits in the national market... Worth 
any electrical manufacturer’s immediate attention... 
SuccEssFUL FARMING, Des Moines, New York, 


Atlanta, Chicago, San Francisco, Los Angeles. 
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H. C. LirrLe BURNER Co. dealers are a happy lot. They 


make barrels of dough, because the public just loves to buy 


H. C. Little oil-burning home heating equipment. 


No kidding! For example, before the war Mr. Edwin G. 


Peters, Manager, Gulf Radio Sales, St. Petersburg, Fla., 


wrote: 





THIS 15 THE FLOOR FURNACE 


» past tisfied- 
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HERE ARE ITS CHIEF FEATURES— 


@ Low First Cost 
e Simple Installation 
e No Basement Needed 


e Burns Cheap Fuel — Low Cost 
No. 3 Oil (27° + Diesel Oil) 
e Ample Capacity for Abundant 


Warmth 


e High Overall Efficiency 


e Silent — No Hum or Roar 

e Safe — Listed by the Underwrit- 
ers’ Laboratories 

e Written Factory Guarantee 
With Every Unit 

@ Automatic Operation 

@ Thermostatic Control 

AND... 


These floor furnaces have the only fully automatic elec- 
tric ignition natural draft vaporizing type burner 
which is available, not only in these units, but in a com- 


plete line of small home heating equipment. 


wHo me? 


¥ 
YOU TOO can make barrels of 


money as an H.C. Little dealer. Write 





Y 


for a copy of our new booklet, “How 
to Get Real Profits in Postwar Heat- 


ing. which tells how to get started 
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H.C. LITTLE 


Burner Co. 


HEAD OFFICE: SAN RAFAEL, CALIF 


Branches in Principal Cities 
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WESTINGHOUSE Irons 


Westinghouse Electric & Mfg. Co., 
Mansfield, O. 


Models: LPC-414-C, 1000 watt iron 
and a 700 watt model. 

Selling Features: New irons are prac- 
tically identical to pre-war irons 
cord length is 6 ft. instead of pre- 
war 7 it.; bases are nickel-chromium 
plated, same as pre-war; but upper 
Casings are copper-chromium plated 
instead of nickel plated. 

LPC-414-C is streamlined, auto- 
matic temperature controlled, 1000- 
watts; molded black plastic handle 
with permanently attached cord; 
weighs 4 Ibs. 

700-watt iron has black wood han- 
dle, detached cord; weighs 6 Ilbs.; 
automatic temperature control. 

Each iron will carry consumer’s 
informative label. 

Price: LPC-414-C, $8.75; 
model $5.95. 

Shipments: Will be distributed through 
normal Westinghouse channels tak- 
ing into consideration 1941 ship- 
ments, immigration of workers to 
certain areas and other such factors. 
Electrical Merchandising, December, 


1944. 





700-watt 


v 


Device: 


chrome finish; comfortable black 
Bakelite handle; top shell treated 
with black hard-wearing surface. 
Guardsman thermostat; patented 
overshoot control; handy wheel dial 
heat selector; and patented swivel 
action wag-tail cord saver. 


Price: $11.70. 
Shipments: Production under way, at 


least a partial shipment has been or 
will be made to all distributors :n 
an area at the same time. Electrical 
Merchandising, December, 1944. 





TELECHRON Signal Clock 
Warren Telechron Co., Ashland, Mass. 


Combination reminder and 
kitchen clock. 


Selling Features: Unit will be avail- 


able as an assembly for mounting as 
an integral part of an appliance or 
cased for use as an accessory item. 
When supplied as an assembly the 
timer is controlled by a front set 
knob which permits signal to be set 
for predetermined intervals up to 
34 hrs.; equipped with a 2-watt 
Telechron synchronous motor and 
can be furnished in 115 or 220 volts. 
Electrical Merchandisinu, December, 
1944. 


v 


AUTOMESTIC Irons 


Industrial Tool & Die Works, Inc., 2824 
University Ave., S.E., Minneapolis, Minn. 


Models: Automestic models 10 and 12. 


? 


Selling Features: Model 10 has new 





DOMINION Irons 


Dominion Electrical Mfg. Co., Mans- 
field, O. 


Model: No. 1002. 

Selling Features: Weighs 3 \bs., 2 0z.; 
side-outlet cord; chromium plated 
top shell; polished aluminum base: 
equipped with easy grip Bakelite 
handle with vents to keep handle 
cool; red jewel bulls-eye indicates 
when heat is on or off; automatic 
control knob directly at top center 
of iron. 

Price: $8.40. 

Shipments: Started deliveries in Oc- 
tober and will continue to do so until 
entire allotment has been delivered. 
Electrical Merchandising, December, 
1944. 


v 


M-B Irons 


Manning, Bowman & Co., Meriden, Conn. 


Model: No. 2494 (“The-Iron-That- 
Wags-Its-Tail”), war model. 

Selling Features: For a.c. only; 4 lbs. ; 
1000 watts; 6 ft. 10,000 cycle cord— 
a war model of this light weight 
automatic iron in a new black and 


type sole plate with large ironing 
surface, without added weight, spe- 





cial aluminum alloy for even heat 
distribution, hardened surface for 
extra wear, beveled edges; grip- 
formed plastic handle; pilot light to 
show when iron is ready ; out-of-way 
cord attachment; heat control ad- 
justable for all fabrics ; improved ele- 
ment; 115 volts, 1000 watts, ac. 
only; weighs 4 Ibs., 8 oz. 

Model 12, improved, over-size 
ironing surface, minimum weight; 
beveled edges; handle shaped to fit 
hand; adjustable heat control; im- 
proved element; 115 volts, 1000 
watts, a.c. only; weighs 4 Ibs., 8 oz. 


$8.45 


Price: Model 10, $9.95; Model 12, 


Shipments: Started sometime in No- 


vember, Electrical Merchandising, 
December, 1944. 
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“We'll get them 


into your store” 


says Lmerson hadio 


FOR A 


NEW POST-WAR 


Wt 
at sono PE 


PDQ. | 


PREFERENCE 
DELIVERY 
eR Te} 7.\ 


z 
The P.D.Q. Plan does it—gets traffic now—for future sales 
—and present services. 


Put up the Emerson P.D.Q. banner. You will be amazed 
at the results. All over the country people are pouring in 
by the thousands and thousands to dealers who have taken 
advantage of this constructive, effective, post war plan. 


P.D.Q. PREFERENCE DELIVERY QUOTA 
Plan—for Franchised Emerson Radio dealers. A com- 
plete merchandising set-up that is pulling customers 
into dealers’ stores for service and for goods now on 
hand—piling up for them “preference” orders for the 
new “miracle sets” as soon as they come off the line. 


P.D.Q. is being featured in Emerson Radio's national 
advertising. The merchandising “package” includes 
powerful window and store displays—with impres- 
sive Preference Registration Book and tie-up Con- 


sumer Certificates for later follow-up—all at no cost racin 


to you. 
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GREAT ENGINEERING IDEAS IN SMALL PACKAGES... COMPACT, EFFICIENT, FINE 





P.D.Q. is the most concrete and constructive promotion plan 
in radio today. Consumer “preferences” are pouring in by the 
thousands—building a huge waiting market for Emerson Radios. 
P.D.Q. merits your immediate action. Call your Emerson 
Radio distributor now for complete details—or write direct to 
factory. 


EMERSON RADIO AND PHONOGRAPH CORP., New York II, N.Y. 


MAIL COUPON, attached to your letterhead, for complete 
details of Emerson Radio’s spectacular P D.Q. Plan. 


ewwrnwrnwrnr KKK wr Ke eer er ee een nr nwr ene ee —m—sw |e = 7 
Emerson Radio & Phonograph Corporation 


Room 1363—111 Eighth Ave., New York 11, N.Y. 
Gentlemen: 
I have a retail store and am interested in your P.D.Q. 


plan. Please send details. 


Name of Individual 





Name of Store 





Street 





City State 
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As products of an outstanding contributor to radio and electronic decvel- 
opment, these new home radios will naturally incorporate important 
advancements in Performance. ..... Appearance ...... Selling Appeal 


The advent of Bendix Radio into home radio means 
much more than the addition of a new name to this 
field. It means that a dynamic new force has entered 
this great and growing market—equipped with unex- 
celled research and manufacturing facilities . . . with 
a unique record for advancements in radio and elec- 
tronics . .. staffed by the ablest of research personnel 
- - - backed by a corporation with ample financial 
resources and an unexampled record of success . . . and 
with a line of radios and radio phonographs beautiful 
beyond belief in styling and tonal quality—and pre- 
proven for popularity. 


UNPARALLELED EXPERIENCE 

As center of research and production for the aviation 
industry, Bendix Radio has always been a step ahead 
with developments that have played a major part in the 
advancement of all forms of communication. Focussed 
on home radio, this vast experience will naturally result 
in the presentation of trail-blazing improvements. 


UNEXCELLED FACILITIES 
As one of the largest suppliers of aviation radio equip- 


ment built to the strict requirements of the armed 
forces, Bendix Radio has, of course, unexcelled facilities 
for volume production, quality craftsmanship, and 
product development. You can count on it—Bendix 
home radios will be both moderately priced, and the 
finest money can build or buy. 


EXCEPTIONAL PROFIT POTENTIAL 

Moreover, the Bendix Radic line—with models to suit 
every purse —will give you Preproven Popularity. 
For Bendix Radio has sampled the public mind . . 
found out what people want .. . and is going forward 
with a basic and continuing consumer research program 
to assure you of a “hot” line. Add to this that the 
Bendix Radio merchandising program is based on the 
knowledge that your first consideration is a worth- 
while profit, and you'll understand why you should 
learn more about Bendix Radio—coming leader of the 
home radio field. Write today for the book about Bendix 
—A Great Name Soars into the Home Radio Field.” 
It’s packed with facts you ought to know before you 
sign any radio franchise. 


BOTIChEX: cases: eceiian 


BENDIX AVIATION CORPORATION © BALTIMORE 4, MARYLAND 


FIRST IN CREATIVE ENGINEERING 


1944 
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THE FAR EAST 


Frontier for American Enterprise 


our frontier lies to the West. But for 

a United States that stretches from 
the Atlantic to the Pacific, to Go West 
is to arrive in the Far East. The feet of 
literally millions of our young men are 
now set upon that route. 

Accomplishment of their objective— 
the defeat of Japan—will not end our 
responsibilities to the Orient any more 
than the defeat of Germany will end 
our responsibilities to Europe. This time 
we ‘mean to see the venture through. 

The first sketch of a political program 
for enlisting the strength of nations of 
good will to enforce the peace was 
drawn at Dumbarton Oaks. That is a 
good start. But those who participated 
know how much work remains before 
the blueprint becomes a fully matured 
plan, the plan becomes a structure, and 
the structure takes life and effective be- 
ing in the living imagination and will 
of the peoples of the world. 

No political accord, however high its 
purpose, can endure for long if it de- 
pends upon the loyalty and support of 
populations embittered by hopeless pov- 
erty that is offered no promise of relief. 
The poisonous dust of mass despair 
makes inevitable an ultimate explosion, 
whether it be sparked by a torch sup- 
plied from without or by its own inter- 
nally generated heat. Much of the Far 
East is sufficiently close to that position 
to pose a grave problem to the Western 
world. It is of particular importance 
that American business men and work- 
ers alike recognize the nature of their 
responsibility in the matter, for to them 
the great area of the East presents also 
an opportunity and a challenge. 


[’ THE great tradition of America, 


x & 


The Orient—stretching in a vast semi- 
circle from Manchuria and Japan to 
India and Ceylon—is the home of more 
than a billion people, the world’s great- 
est potential market. In its mountains 
are the earth’s richest stores of tin and 
mica; its deposits of iron ore, coal, and 
manganese rival those of France, Rus- 
sia, and the United States. Its rice pad- 
dies are the most productive in the 
world, its coconut and rubber planta- 
tions the largest, and its cotton pro- 
duction is of major volume. 

And yet, this fabulous region—with 
its riches of manpower and raw mate- 
rials—suffers from living standards at 
the lowest rung of the world scale. With 
as much as 85 per cent of the popula- 
tions of this great area devoted to the 
production of farm products, starvation 
has been an endemic plague to count- 





less millions of its inhabitants, and will 
remain so until they graduate from the 
crudely primitive methods of the crook- 
ed stick and the bamboo plow to the use 
of the implements of a modern world 
in both agriculture and industry. 

The improvement of agricultural meth- 
ods and the burgeoning of industrial 
development depends upon tools—a pre- 
ponderance of simple tools, no doubt, 
at the beginning, for modernization of 
economic processes is a development 
that cannot be forced at a rate faster 
than the ideas upon which they depend 
can be developed. If we, in the United 
States, are to hope to supply a major 
portion of the implements upon which 
the salvation of the East depends, we 
must be prepared to export also the 
skills and technologies which will make 
their effective use possible. 

The possibility of a world market for 
machinery and manufactured products 
is a challenge that American industry 
cannot afford to ignore. The United 
States will emerge from the war with 
almost half of the world’s industrial 
capacity within its borders, with much 
more than half of the heavy industries. 
Drastic and painful readjustments are 
inevitable; but they can be mitigated to 
the extent that we can find outside mar- 
kets for the products for which we have 
excess capacity. 

We shall find ourselves, at war’s end, 
in a singularly favored position to com- 
pete in any equipment markets which 
are open. It is not merely that we shall 
have the productive capacities crying 
for outlets. Aside from Germany and 
Japan, which for some time will not be 
in a position to compete, our two major 
industrial Allies, Great Britain and 
Russia, will face enormous tasks in 
providing for their own rehabilitation. 
Neither of them is likely to be in a 
position to export more capital than 
they absorb; and although Canada, 
Sweden, and Switzerland will be, the 
United States will stand alone as the 
one major creditor nation in the world. 
If the potential advantages of this posi- 
tion are managed with wisdom and 
imagination, they will enormously en- 
hance our opportunities for supplying 
a great share of the capital goods de- 
mand of undeveloped areas. 


x & 


What is the dimension of the Far 
East’s potential demand? What are 
some of the difficulties standing in the 
way of its being realized? 

If needs were the only measuring 
stick, the Far Eastern market would 


provide a bottomless pit into which even 
the great stores of our exportable ca- 
pacity could be poured with room 
to spare. 

China, alone, with its teeming popu- 
lation of 450 millions, has spelled out 
needs in dimensions large enough to 
stir the imaginations of the equipment 
producers of the world. 

Business Week (February 5, 1944) 
supplements Dr. Sun Yat-Sen’s spa- 
cious first estimates of the require- 
ments for a thorough-going industriali- 
zation program with figures provided by 
current Chinese planners—25,000 loco- 
motives; 300,000 freight cars; 20,000 
passenger coaches; 20,000,000 tons of 
steel; and 90,000 power driven machine 
tools for the first five years of recon- 
struction. An American manufacturer 
of farm equipment, who recently sur- 
veyed the agricultural requirements of 
China, estimates an ultimate Chinese 
market for 20,000,000 tractors. 

India’s drawing-board plans are 
equally expansive. According to the 
bold pattern drawn up by a group of 
Bombay industrialists—-some of whom 
are due to visit the United States early 
in 1945—India, after the war, will re- 
quire a capital investment of $2,000,000,- 
000 a year over the next 15 years, of 
which $250,000,000 per year for the first 
seven years will be in the form of im- 
ported capital goods. 

Included on the huge import order 
list of the Bombay executives are min- 
ing, roadbuilding and power station 
equipment, heavy locomotives, metal- 
lurgical plants, agricultural machinery, 
and a long list of machine tools. 

There can be no question of the need 
of these countries for the industrial 
equipment—and for many items of man- 
ufactured goods—which we are so emi- 
nently in a position to supply. But 
realism requires that we measure this 
demand against the Far East’s probable 
capacity in the relatively near future 
to absorb industrial goods. 

A Chinese economist has estimated 
that China, in 1937, had a total in- 
dustrial capital investment of about 
$1,000,000,000 in American values, or 
something like $2.50 per capita of popu- 
lation. In contrast, the American invest- 
ment, in manufacturing facilities alone, 
is now more than $600 per capita. 

What it could mean in terms of 
capital goods requirements if China 
alone carries out this dream of mod- 
ernizing, not to the utopian level of 
the United States but to the present 
modest level of the less developed 
Soviet Union, is typified by measuring 
just three lines: 500,000 tons of steel a 
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year, for five years, to add 12,500 miles 
to the railroad system; 2,187,500 motor 
vehicles; 3,300,000 telephones. 

But it is one thing to cite mountainous 
figures demonstrating needs. It is an- 
other, and far less optimistic exercise, 
to find assurance that practical oppor- 
tunities for satisfying such needs can 
be made to materialize. Let us face 
some of the major difficulties and see 
if they are insurmountable. 
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The first hurdle to be cleared is the 
question of whether or not we want to 
promote the industrialization of the 
Far East. The wisdom of doing so has 
been vigorously challenged. The nega- 
tive argument, on the economic side, 
generally runs thus: If we provide 
industrial equipment to backward eco- 
nomic areas, we deprive ourselves of 
the greater long-run opportunity of 
selling them manufactured articles 
which our aid has enabled them to 
produce for themselves. 

It is only fair to say that such a 
thing might happen—that it has hap- 
pened in isolated instances in the past. 
But the overwhelming weight of eco- 
nomic history demonstrates that the 
broader attitude is also the profitable 
one. 

The United States itself is the living 
refutation of the fear which now cramps 
the outlook of many of its own citizens. 

From 1790 until 1850 the foreign 
trade of our new fledged Nation had 
many of the characteristics which per- 
tain to the trades of China and India 
today. We imported manufactures and 
we exported raw materials, agricul- 
tural products, and newly mined gold. 
Our imports exceeded exports, the dif- 
ference being made up partly by pay- 
ments to us for shipping services and 
partly by industrial development loans. 
It is relevant to inquire how the trade 
of the lenders was affected by this 
policy of supplying us with industrial 
capital and machinery. 

From 1850 through 1939 the pattern 
of America’s foreign trade changed. 
Slowly at first, and then at accelerated 
pace, our import ledger showed a per- 
centage decline in manufactured goods 
and a percentage rise in raw materials 
to feed our expanding industrial facili- 
ties. But while finished manufactures 
declined percentagewise in our import 
budget, so great was the increase in 
our total foreign trade operations in 
the century from 1830 to 1930 that 
our imports of manufactured goods 
increased more than twentyfold, and 
they more than doubled between 1900 
and 1939. 

Clearly industrial Europe gained rath- 
er than suffered from the industrializa- 
tion of the United States, and it is 
equally clear that we, in turn, shall 
benefit from the industrialization of 
the world’s undeveloped territories. Fur- 
ther evidence is provided by Canada 
which, with its high industrial devel- 
opment but only 12 million people, buys 


from us each year almost as much as 
the relatively unindustrialized 130 mil- 
lion people south of the Rio Grande. 

If it be granted, as I believe it must, 
that the development of Far Eastern 
countries will be to our advantage as 
well as theirs, the second question that 
we should face is the speed with which 
it can be accomplished. Is there genu- 
ine promise in the proximate future of 
opportunities for American enterprise 
of the magnitude set forth in the esti- 
mates quoted above? 

In all fairness, I am forced to state 
my conviction that the road is longer 
than is indicated by Chinese and Indian 
leaders. It is natural, and far from 
censurable, that their eyes should be 
focussed upon the urgency of national 
needs, rather than upon obstacles in 
the way of their fulfillment. 

On the other hand, it is possible that 
our own long process of industrializa- 
tion may lead us to conclusions of un- 
due conservatism. Ideas, once they 
break the crust of resistance are the 
most contagious of bacteria, and the 
tempo of their infiltration seems to 
increase by geometrical progression in 
a world of swift communication. 
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In an interesting recent study of The 
International Labor Office, it is suggest- 
ed that the general economic level of 
the rest of Asia outside Japan in the 
late 1930’s was not dissimilar to that of 
Japan in 1900. Between 1900 and 1936, 
Japan increased its total capital invest- 
ment more than threefold devoting 
between 10 and 17 per cent of its an- 
nual income to capital outlays. A com- 
parable tempo of development for 
China, India, and other Asiatic areas 
would result in a capital expansion 
that would dwarf to insignificance the 
most optimistic blueprints that have 
been put forth to date. I am not sug- 
gesting this as a likely possibility, but 
rather as a caution lest we, in the 
name of hard-headed realism, under- 
estimate Asiatic potentials as much as 
their own nationals exaggerate them. 

Finally, in appraising the outlook for 
American enterprise in Far Eastern 
markets, we collide, head-on, with the 
problem of how we are to be paid. 
Here, hard-headednegss can be only a 
virtue, for the lack of it will breed in- 
evitable disaster for the Asiatics as 
well as for us. 

In the last analysis, the dimension of 
the American market in the Far Eastern 
countries will be determined by the 
dollar exchange at their command, ob- 
tained through the products, goods, and 
services which they are able to provide 
to us, with due allowance for multi- 
lateral trade arrangements. It is true 
that the balance temporarily can be 
distorted through the extension of de- 
velopmental loans. There is little ques- 
tion but that such loans will be in 
order after the war, and if they are 
wisely made, for productive projects 
that eventually will increase the ex- 
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porting capacities of the countries to 
which they are extended, they can be 
thoroughly justified. But the best loans 
provide only a temporary expedient. In 
the long run, the balance of current 
payments must be restored with suffi- 
cient margin to provide interest pay- 
ments and finally amortization of prin- 
cipal. 
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How, then, are we to attack the 
problem of increasing our imports from 
the Orient? 

In 1937, the total exports of the Far 
East amounted to something over $5,- 
000,000,000—a little less than $1,500,000,- 
000 in foodstuffs, a little more than 
$2,500,000,000 in raw and partly manu- 
factured materials, and better than 
$1,000,000,000 of manufactured articles. 
Of this total, the United States pur- 
chased only about 20 per cent—approx- 
imately 10 per cent each of the food- 
stuffs and manufactures, and 30 per 
cent of the materials. 

Despite changes in our technologies 
which will probably reduce our future 
takings of such important items as 
rubber and silk, the achievement of a 
high level of economic activity in this 
country after the war will provide a 
basis for increasing our Eastern im- 
ports, but only if it is an accepted part 
of our national policy to do so. 

This means an alert and aggressive 
exploration of two-way trade possibili- 
ties on the part of both American busi- 
ness and our governmental agencies. It 
cannot be done by either alone. 

The war has dislocated many of the 
trade patterns that prevailed in the 
past. The East is hungry for the type 
of products which we, uniquely, are 
situated to supply, but it will make its 
bargains with those who will not only 
fill its needs but will also provide out- 
lets for its produce. Even the prewar 
magnitude of the exports from this 
area provides ample margin for the 
most meticulous and imaginative shop- 
ping of Eastern markets with the aim 
of increasing the modest share of our 
prewar purchases. And a farsighted 
program of development loans can 
greatly increase the capacity of these 
countries to produce what we want. 

In general, we can trust American 
enterprise to explore rigorously all 
likely export opportunities. But the 
equally vigorous investigation of im- 
port possibilities will require a break 
from past traditions on the part of 
American business and American gov- 
ernment. 

Both East and West must learn to 
think in new patterns for the success- 
ful opening of a new frontier. 





President McGraw-Hill Publishing Co., Inc. 
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“Talk about your backlogs!” 





No wonder the situation has the old gentleman baffled! 
But it just goes to show you .. . when Toastmaster prod- 
ucts are once more available, retailers won’t have to 
worry about the demand. 

No name stands higher than “Toastmaster” in the 
small-appliance field. No reputation for quality and 
service is more soundly established. With millions of 
people anxious to buy electric toasters, it is the Toast- 
master toaster that the vast majority will think of first. 

This is the backlog that means volume and profit for 
merchants selling the Toastmaster line. It is the back- 
log that we are adding to, right now, by consistent 
national advertising in Life, Saturday Evening Post, Col- 
lier’s, True Story, Parents’, and other magazines. 

And right now is a good time for you to let your regu- 
lar distributor know that you are counting on him to 
see that you get your fair share of Toastmaster* prod- 


ucts, the moment their manufacture is resumed. 


TOASTMASTER Axoducla 


“Toastmaster” is the registered trademark of TOAstTMASTER Propucts Division, McGraw Electric Company, 


Elgin, Il. Copyright 1944, McGraw Electric Co. 
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Rumsey Electric Co. 


Due to the vacancy caused by the 
death of its president, Eugene A. Rum- 
sey, the board of directors of the Rum- 
sey Electric Co., Philadelphia, has 
elected the following officers: 

George A. Rumsey—chairman of the 
board; J. Baker Harris, Jr.—presi- 
dent; George S. Trimble—secretary 
and treasurer; B. T. Hare—vice-presi- 
dent and T. M. Gottschalk—asst. secy. 
and asst. treas. 


“Wad. 


Vu, ere 





J. BAKER HARRIS, JR. 


George A. Rumsey, who with Eu- 
gene A. Rumsey, his brother, founded 
the business, was formerly secretary 
and treasurer. J. Baker Harris, Jr. 
the new president was formerly vice 
president in charge of the Electrical 
Equipment Department. George S. 
Trimble was formerly executive vice 
president. 


Philco Corp. 


John F. Gilligan has been appointed 
advertising manager of Phileo Corp., 
it was announced recently by James H. 
Carmine, vice-president in charge of 
merchandising. Mr. Gilligan joined 
Philco in 1922 and has served in im- 
portant positions in the sales, adver- 
tising and order departments. 





JOHN F. GILLIGAN 


In 1931, he became assistant to Larry 
E. Gubb, then general sales manager, 
and now chairman of the board of di- 
rectors, of the company. In addition 
to his other activities at that time, he 
set up and directed the company’s 
statistical and market research section. 

In 1936, Mr. Gilligan was named 
manager of the Specialty Division and 
for the following five years was in 


charge of sales of Philco radio-phono- 
graphs and farm radio receivers. Dur- 
ing the war emergency, he has been 
serving as manager of the Priorities 
Division. 


Crosley Corp. 


Appointment of James H. Rasmus- 
sen as general sales manager of the 
manufacturing division of The Crosley 
Corp. was announced recently by R. C. 





J. H. RASMUSSEN 


Cosgrove, vice-president and general 
manager of the manufacturing division. 
He will have the responsibility for all 
sales activities of the manufacturing 
division, Mr. Cosgrove announced. 
Mr. Rasmussen has been with Crosley 
since 1941 and had been commercial 
manager of the manufacturing division 
before his promotion to his present 
post. 

Before joining Crosley, Mr. Ras- 
mussen had been assistant sales man- 
ager of the Zenith Radio Corp., Chi- 
cago, for five years. Previously, he 
has served for four years as advertis- 
ing manager and assistant sales man- 
ager of the Grunow Corp., later the 
Household Utilities Co. of Chicago. 
He had also spent eight years with the 
Sterling Radio Co., radio and appli- 
ance distributors of Kansas City, Mo. 





J. LEE CONOVER 


J. Lee Conover, who has been on a 
leave of absence from The Crosley 
Corp. since January 1, 1943 has re 
sumed active management of The 
Crosley Distributing Corp.’s New 
York branch. : 

Mr. Conover managed the New 
York Crosley branch until merchandise 
activities ceased because of the discon- 
tinuance of peacetime production. 
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~ What will you really get when the shooting stops — genuinely fresh engineering advances 
—or just a re-hash of what was ready in 1941, dressed up in new model numbers? 
It's clear what you'll get from Olympic: No “nightmare” miracles! 
But sound, truly-functional design from The Gilbert Rohde Organization... 
Plus completely fresh engineering that releases all the startling betterments from war- 


time radio and radar... 
And you'll get them right away. . . without 








any time-lag. For an advance pre-view of what 
home radio will really be like, put your name ((4 


in Olympic’s mailing list now. Ol 0 e 
qmp 





Just write: Olympic Radio & Television, 
510 Sixth Avenue, New York 11, N. Y. 


MG, Wy Se Pat OFF. 


RADIO &UTELEVISION 











DIivisStioN OF HAMILTON RADIO CORPORATION 
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Models: 1827D and 
2025C. Direct 


connected motor 
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Models 2418C and 
3018C Belt Driver 


NEW UTILITY FANS 


ARE leuly Cutt 


The streamline fan ring permits a smooth flow of air 
with minimum turbulence and noise ... the fully 
enclosed motor is resilient mounted . . . low rota- 





tive speeds further air quiet op- 
eration. Other features are low 
power consumption and rigid, 
welded construction. Belt-driven 
models have variable pitch pul- 
ley for simple speed adjustment. 
All models are easily installed 
by means of the rigid, heavy 





gauge steel ring mounting. 





Utility Propeller Fans, Centrif- 
ugal Blowers and Evaporative 
Air Coolers are available under 
WPEB regulations. Write for com- 
plete catalogs and literature. 














UTILITY can corporation 
4851 South Alameda, Los Angeles 11, California 





Peace - time manufacturers of the Famous Utility Air 
Koolers, Blowers, Fans, Floor Furnaces, Circulating 
Heaters, Unit Heaters, Forced Air Furnaces. 


PAGE 122 





NEW POSITIONS OF THE MONTH 














F. PETERS 


Frigidaire Division, 
General Motors Corp. 


H. M. Kelley, appliance sales man- 
ager, Frigidaire Division of General 
Motors Corp., Dayton, Ohio has an- 
nounced the appointment of F. H. 
Peters as manager of range and water 
heater sales, J. M. Rushton as manager 
of public utility sales and J. A. Mitzel- 
felt on special assignment in appliance 
sales. 

F. H. Peters has been in charge of 
range and water heater promotion 
since 1937. For 8 years prior to that 
he was sales promotion manager of 
the Conover Dishwasher Co., and later 
became associated with the Carl Byoir 
Organization on public relations work 
at the Chicago Merchandise Mart. He 
joined Frigidaire in 1936 as a depart- 
ment store promotion specialist. For 
several years prior to the war, Peters 
was assistant sales planning manager 
on all Frigidaire appliances. More re- 
cently he was assistant manager of 
industrial relations. 

J. M. Rushton started his career 
with the Philadelphia Electric Co. 
After twelve years with almost every 
department in the Philadelphia com- 
pany he was drafted into the Sales 
Division and during his five years 
there, is said to have sold more elec- 
tric ranges than anyone else. He was 
finally given the post of sales promo- 
tion manager including the direction 
of sales personnel. In 1937 when Frig- 
idaire began the production of ranges, 
he joined Frigidaire as manager of 
range sales and held that position until 
the cessation of production. _In 1942 
he became field service engineer in the 
War Contracts Division and served in 
that capacity until his recent appoint- 
ment as manager of public utility sales. 

J. A; Mitzelfelt became associated 
with Frigidaire in 1926 when he be- 
came a member of the sales staff of 
J. J. Pocock Inc., Frigidaire distribu- 
tors in Philadelphia. In 1937 he joined 
the parent organization of Frigidaire 
when he accepted the post of zone 
manager for the Southwestern section 
of the country. Later he was appointed 
assistant appliance sales manager and 
served in that capacity until the war. 
at which time he became associated 
with the War Contracts Division. 


Electric Vacuum Cleaner Co. 


Andrew L. Nelson has been ap- 
pointed manager of the Chicago di- 
vision of the Electric Vacuum Cleaner 
Co., according to an announcement 


DECEMBER, 


J. MITZELFELT 





ee 


J. RUSHTON 


made by R. B. Wilson, executive vice- 
president. Mr. Nelson will assume 
his new duties while continuing as 
manager for the Milwaukee division, 
where he has served for the past nine 
years as district and divisional man- 
ager for Premier. 





ANDREW L. NELSON 


This announcement follows closely 
upon the recent appointment of E. R. 
Berkeley as sales promotion manager 
for Premier. Mr. Berkeley returns to 
the Electric Vacuum Cleaner Co. after 
a leave of absence of a year and a half, 
during which time he has been asso- 
ciated with the pricing division of the 
Consumer Durable Goods Division of 
OPA. 


Barlow & Seelig Mfg. Co. 


Four veterans of the Speed Queen 
sales force have been named division 
managers in recent appointments by 
P. J. Daniels, general sales manager 
for Barlow & Seelig Mfg. Co., Ripon, 
Wisconsin. These are T. A. Barry, C. 
D. Staples, G. L. Grove and W. C. 
Suter. 

Barry heads the New England di- 
vision, including the states of Maine, 
New Hampshire, Vermont, Massa- 
chusetts, Rhode Island, Connecticut 
and a section of eastern New York. 

Staples will have charge of the east- 
ern division, which includes New York, 
Pennsylvania, Maryland, Delaware, 
Virginia and West Virginia. 

Grove will supervise sales in the 
East-central division, including Michi- 
gan, Ohio and Indiana. 

Suter heads up the southern division, 
which includes states of North and 


South Carolina, Florida, Kentucky, 
Tennessee, Georgia, Alabama, 
Mississippi. 
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AMAZING TEMPERING METHOD USED TO 


MUNITION PRODUCTION NOW 
F HORTON 





The hardened head of this 
little pin means better 
ironer performance for a 
million women... fewer 
service problems for dealers 


..-it seems like such a little thing. 
But, like many processes that Horton 
is now using to make millions of pro- 
jectiles for the U. S. Navy, it is bound 
to stack big on the profit side of the 
ledger for Horton dealers. 
Through “Quick Heat” spot tem- 
pering the head of this hollow pin is 


eee the head of a pin 


made super-hard—to give years of 
service with litile wear. 

To the housewife that means un- 
equalled performance of her Horton 
Do-All Ironer—always—whether she 
uses it 5 days a week, or 5 days a 
month. 

And to the Horton dealer—this 
tempering the head of a pin to dia- 
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mond hardness means few, if any, 
service calls . . . means customers so 
satisfied that they will make many 
sales for him. 


“Quick Heat" spot tempering is as outstand- 
ing as the many manufacturing practices 
which have four times brought Horton the 
Army-Navy E for speed and excellence of 
production. This added manufacturing skill 
and experience will help bring every Horton 
dealer an adequate supply of ironers and 
washers for the post-war market. He will 
also be given strong advertising and mer- 
chandising support to help him sell this mer- 
chandise profitably. To keep in touch with 


the latest in home laundry equipment—keep 


in touch with Horton. 





DECEMBER, 


FORT WAYNE, INDIANA 
MAKERS OF AMERICA’S FIRST AND FINEST WASHERS FOR 73 YEARS 








Westinghouse Radio Division 


Georges Faurie, formerly with the 
Delco Appliance Division of General 
Motors, has been named manager ad- 
vertising and sales promotion for the 
Radio Receiver Division of the West- 
inghouse Electric & Mig. Co., accord- 
ing to Harold B. Donley, manager. 





GEORGES FAURIE 


Prior to joining General Motors 
in 1932 Mr. Faurie operated his own 
advertising and sales promotional ser- 
vice in New York City. While with 
the Delco Appliance and Frigidaire Di- 
visions, Mr. Faurie held a succession 
of advertising, sales and promotional 
posts including: zone manager, re- 
gional sales manager, sales training 
and promotional manager, advertising 
manager, and sales planning and ad- 
vertising manager. 


Eckstein Appointed 


Appointment of Paul H. Eckstein as 
assistant sales manager of the new 
Radio Receiver Division of the West- 
inghouse Electric and Mfg. Co., has 
also been announced by Harold B. 
Donley. 





PAUL H. ECKSTEIN 


Mr. Eckstein, who comes to his 
new position from the Stewart-Warner 
Corp., where he has been sales promo- 
tion manager, also served that firm as 
district manager of home radio sales 
in the southeastern states and as man- 
ager of field expediting for war pro- 
duction materials. 


Van Deman Appointed 


Appointment of J. N. Van Deman 
as manager of the Middle Atlantic Dis- 
trict of the Radio Receiver Division 
of Westinghouse. Mr. Van Demaa 
will be in charge of distributor and 
retailer relations in eastern Pennsyl- 
vania, southern New Jersey, Delaware, 
Maryland, Virginia, West Virginia 
and the District of Columbia. He will 
make his headquarters in Philadelphia. 

Mr. Van Deman joined Westing- 
house in 1926 as a merchandising 
specialist in the Fan and Vacuum 
Cleaner Division, then located at East 
Springfield, Mass. 
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No ONE wants to keep a lady waiting, but the Decem- 
ber answer is the same as October’s. However, there’s 
a seasonal note of cheer due you and your waiting 
customers. We aim at making 1945 a happy year 
for them and a prosperous year for you — by the 
earliest possible start on manufacture of our new 
Sessions self-starting Electric Clocks. They will be 
an advance in clock style and clock craftsmanship 
well worth waiting for! The Sessions Clock Com- 


pany, Forestville, Connecticut. 


essions (locks 


“The House of Westminster Chimes” 
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NEW POSITIONS 





OF THE MONTH 





Bendix Home Radio 


William P. Hilliard, general man- 
ager of the Bendix Radio division of 
Bendix Aviation Corp. has announced 
the appointment of Leonard C. Trues- 
dell, who has been sales manager of 
Crosley Corp’s radio and appliance 





L. C. TRUESDELL 


division, as general sales manager for 
the line of home radios which Bendix 
plants here will manufacture. 

Prior to his association with Cros- 
ley, Truesdell was national manager of 
the major dealer and dealer develop- 
ment department for the Frigidaire di- 
vision of General Motors Corp. He 
previously was engaged for five years 
in sales and promotional capacities 
with Majestic Radio, and has owned 
and operated a number of retail radio 
and appliance stores. 


Bendix Aviation Corp. 


Appointment of two new district 
managers to direct introduction of its 
forthcoming home radio marketing 
program in middle Atlantic and south- 
eastern territories was announced re- 
cently by W. P. Hilliard, general 
manager of the Radio division of Ben- 
dix Aviation Corp. 

Samuel Rochester, now buyer for 
Bendix Radio, will be district manager 
of the Middle Atlantic territory, with 
headquarters in Baltimore, Hilliard 





SAMUEL ROCHESTER 


said. His territory includes Virginia, 
Maryland, Delaware, eastern Pennsyl- 
vania and southern New Jersey. For 
15 years prior to the war, Rochester 
was district manager in southeastern 
states for the Hurley Machine Co., 
manufacturers of Thor washers and 
ironers. 

Hilliard also announced the appoint- 
ment of Royal Vilas, former official of 
WPB, as district manager with head- 
quarters in Atlanta. Vilas will direct 


DECEMBER, 


introduction of the company’s home 
radio line in the southeastern district 
including Georgia, Florida, North 
Carolina, South Carolina, Tennessee 
and parts of Mississippi, Alabama and 
Arkansas, it was stated. Mr. Vilas 
was formerly president of the Standard 
Container Manufacturers’ Association 





fi 


ROYAL VILAS 


in Jacksonville, Florida, and vice. 
president of the R. S. Evans opera- 
tions with headquarters in Miami and 
Atlanta. 


Lipman, Wolfe & Co. 


L. W. (Bert) Pengelly has been ap- 
pointed manager of the electrical appli- 
ance department of Lipman, Wolfe & 
Co., Portland, Ore. Mr. Pengelly was 
recently released from service with 
the U. ‘S. Coast Guard, where he 
served for two and a half years asa 
radio and electrical engineer. Prior to 
entering the service, Pengelly was with 
a Portland distributor, and has man- 
aged appliance firms in San Francisco. 


Admiral Corp. 


Harold D. Conklin, who recently re 
signed as manager of the Range and 
Water Heater Division of the Edison 
General Electric Appliance Co., has 
been appointed manager of the Elec 
tric Range Division of Admiral Corp. 
according to L. H. D. Gaker, vice 





HAROLD D. CONKLIN 


president in charge of appliances for 
that company. 

Mr. Conklin comes to Admiral with 
a 16 year background of electrical 
range experience, having joined Edisoa 
General Electric Appliance Co., in 198 
as assistant manager of the Small Ap 
pliance Division, later being advanced 
to assistant manager of the Range 
and Water Heater Division. He wa 
also for some time West Coast ft 
gional manager. 


1944—ELECTRICAL MERCHANDISING 








ELEC 








ome 
Tict 
orth 
ssee 
and 
‘ilas 
lard 
tion 


vice- 
pera- 
i and 


‘ ap- 
appli- 
lie & 
y was 

with 
re he 
s asa 
rior to 
s with 

man 
NCiSCO. 


tly re 
ze and 
Edison 
>., has 
, Elec- 
Corp., 
r, vice 





neces ior 


ral with 
lectrical 
d Edison 
_, in 192 
mall Ap 
advanced 
e Range 

He was 
“oast fe 


ISING 





There’s a New Columbus 


at the 


Advertising Manager's desk! 


HILE top management has been licking war 
production problems, the Advertising Man- 
ager has been discovering a new America. And in 
this America he has found an answer to management 
problems of tomorrow—full employment—peace- 
time production—and a market for peacetime goods. 


This modern Columbus has discovered an amazingly 
fertile farm market. To a manufacturer planning 
for postwar prosperity, the farm market says, “Tell 
us what you make—and why we should buy it. 
We have money.” 


The alert Advertising Manager knows that the 
farm market is ready to buy ... for he has been 
watching farm income rise to new highs—farm 
mortgages shrink to new lows—and farm savings 
pile up like wheat in a granary. 


In the prosperous and politically weighty Goldex 
CQrescent states (Michigan, Ohio and Pennsylvania) 
the Advertising Manager sees the ideal testing ground 
for postwar sales strategy. This favored area lies in 
the midst of large urban population groups which 
consume farm products. And the crops of this section 
are so well diversified that the farmers never fear 
poverty resulting from the failure of any one crop. 


In the Golde Crescent farmers read and rely on 


three magazines published in their interest—Ohio 
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Me 


4 


Farmer, Michigan Farmer and Pennsylvania Farmer. 
Written and edited for these farmers, and accepted 
by them, these publications as advertising media 
are a broad highway leading direct to a great market 
for manufactured products. 


He Gi Ort 


RURALLY RICH 
POLITICALLY POWERFUL 


OHIO FARMER 
MICHIGAN FARMER 
PENNSYLVANIA FARMER 
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Tus book reveals the INSIDE 
STORY about SMITHway Per- 
maglas Electric Automatic Water 
Heaters. It tells the complete 
facts about Permaglas...the 


1 permanently fused blue glass 


lining that keeps SMIFHway 





_s Water Heaters always free from 


rust... always sanitary... long 
enduring! It is a profit-builder 
...a good-will creator...a source 
of information about the out- 
standing quality advantages 
available only in SMITHway 
Water Heaters. Prepare now 
for sales by getting this inter- 
esting book! 





ELECTRIC 
WATER 
HEATERS 


TRADE MARK BEG 


A. O. Smith Corporation, Milwaukee 1, Wis. 
I'd like to get the “inside story” of Permaglas! Please 
send me a copy. 


Name.... on Sh bsbuneeeeeceue CES Cahn ceentes 


Company eaaands «000 cccccccoccvcccccccscocceccceece 
REO, ce 00 0000 000000 
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General Electric Co. 


An announcement from General 
Electric states that W. H. Dennler is 
now assistant to general sales manager 
of the company’s appliance and mer- 





W. H. DENNLER 


chandise department. 

During the war Dennler has been 
supervisor of personnel placement. He 
joined General Electric in 1933 when 
he entered G-E’s business training 
course in Schenectady, and was trans- 
ferred to Bridgeport in 1936 from the 
traveling auditor’s staff. 

Following his transfer from Sche- 
nectady he supervised the clerical 
service bureaus of the department, 
spent a year in the field studying appli- 
ance dealer operations. 


General Electric Co. 


J. C. Hunt, associated with the ac- 
tivities of General Electric’s vacuum 
cleaner division for nine years prior to 
the war, has been appointed sales man- 
ager of the division, according to man- 
ager A. L. Atkinson. 

From 1933 to 1939 Hunt was in the 
vacuum cleaner sales section with 
headquarters in Bridgeport. The next 





J. ©, HUNT 


three years he worked in the Phila- 
delphia area as field representative of 
the division. When America entered 
the war he was transferred to Bridge- 
port where he became assistant to the 
manager of the pioneer products sec- 


«tion, devoting himself to the production 


of vital war products for the armed 
services. 
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General Electric A.C. & C.R. 
Divisions 
George E. Simons has been ap- 


pointed manager of advertising and 
sales promotion for General Electric’s 





GEORGE E. SIMONS 


air conditioning and commercial re- 
frigeration divisions. 

Prior to his new appointment, Mr. 
Simons was advertising manager of 
the General Electric X-Ray Corp. in 
Chicago. 


Westinghouse Electric & Mfg. Go. 


Appointment of John J. Moffatt as 
Pacific Coast manager for the Electric 
Appliance Division, Westinghouse 
Electric & Mfg. Co., has been an- 
nounced by T. J. Newcomb, sales 
manager. Mr. Moffatt succeeds J. F. 
O’Donnell, who has been transferred 
to Mansfield to take charge of the 
Contract Sales Department. 

Mr. Moffatt joined Westinghouse 
in 1927 at East Pittsburgh, Pa. On 
July 1, 1928, he was transferred to 
Mansfield as a member of the sales 
promotion department and in 1931, was 
made sales promotion manager for the 
Electric Appliance Division’s South- 
western District. 





JOHN J. MOFFATT 


Between April, 1934, and January, 
1943, he served the Westinghouse Elec- 
tric Supply Co., first as district mer- 
chandise manager at Chicago, later as 
western division manager at Omaha, 
Neb. In 1943, he returned to Chicago 
to head up both the Supply Company 
and the parent company work with the 
U. S. Navy. 
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“AH, IF | ONLY HAD A CASCO 
POWER TOOL KIT WITH ITS 36 
ATTACHMENTS THAT CAN BE 
USED FOR SANDING, JIGGING. 
DRILLING, SAWING AND FOR 
MANY HOBBY CRAFTS.” 


- 


ae 


\S 





CASCO PRODUCTS CORP., BRIDGEPORT, CONN. 


MERCHANDISING—DECEMBER, 1944 


“AND IF I STAY HERE, I'LL 
DEFINITELY WANT A CASCO 
ELECTRIC HEATING PAD WITH 
ITS COSY ‘WITE-LITE’ AND 
THERMOSTATIC CONTROL THAT 
ENABLES THE TEMPERATURE TO 
BE FIXED AT ANY ONE OF 

30 DESIRED HEATS.” 





tarring soon 


Don't miss out on this double feature. 
The Casco Heating Pad and Power Tool Kit 
are so close to being in production 

we can almost see them peeking 
around the corner. And if 
ever there were two 
products that sym— 
bolize "the bright, 
beautiful world of 
tomorrow," these are 
it! Perfect in design, 
execution and detail, 
they can't help but 
sell on sight. 


CAS 


' UNUSUAL ELECTRICAL APPLIANCES 
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DE 
DEALERS! 


—A tremendous backlog of demand has been 
built up during the war years for Dexter 
Washers. 

—The hundreds of thousands of Dexter owners 
who have received so many years of trouble- 
free washing service are sold on DEXTER— ‘ 
they will have no other make or kind. Dexter 
dealers will find the enthusiastic endorsement 
of these satisfied Dexter users of tremendous 
value in selling new washer prospects. 

—Dexter’s exclusive and unusual post-war mer- 
chandising plan is enabling Dexter Dealers to 
SELL DEXTER WASHERS NOW for post-war 
delivery. 

—Our skilled organization built up during a half 
century of exclusive Washer manufacturing 
and three years of making precision war in- 
struments is READY. We will again be build- 
ing Dexter Washers when we get the “Go 
Ahead” signal. we.» 


THE DEXTER COMPANY 
FAIRFIELD, IOWA 


Makers of the aan 
Famous Dexter : . 
Twin Tub and 
Dexter Single Tub 
Washers for Half 
A Century! 


aay § 
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NEW POSITIONS OF THE MONTH 





Westinghouse Electric Supply 


David M. Salsbury has been elected 
vice president and general manager of 
the Westinghouse Electric Supply Co., 
according to an announcement by B. 
W. Clark, president of Westinghouse 
Etectrie Supply Co. and vice president 
of the parent company, Westinghouse 
Electric & Mig. Co. 

Mr. Salsbury started his career with 
the Northern Electric .Co., Calgary, 
Canada, in 1915. The following year 
he joined the Western Electric Com- 
pany, Oakland, California, and in 1917 
went with the Valley Electric Supply 
Co. Fresno, Calif. 





DAVID M. SALSBURY 


He became affiliated with the Elec- 
tric Railway and Manufacturers’ Sup- 
ply Co. of San Francisco in 1918, 
which was acquired by Westinghouse 
two years later. In 1933 he became 
manager of the Supply Company’s Salt 
Lake City branch, when Westinghouse 
took over the Inter-Mountain Electric 
Co. 

Mr. Salsbury was named North Pa- 
cific District manager with offices in 
Seattle, Wash., in 1939 and four years 
later he was transferred to the New 
York office as general manager for the 
company. 


Urban In New Position 


The appointment of John T. Urban 
to the position of general appliance 
manager, with offices in New York 
City, has been announced by D. M. 
Salsbury, general manager of the 
Westinghouse Electric Supply Co. 


& Mfg. Co. in the Merchandising 
Division, Chicago, in May, 1922, Mr. 
Urban started as a sales assistant. 
In 1936 he became appliance manager 
of Westinghouse Electric Supply. 
Later he -hecame district appliance 
manager at Chicago. 

In 1940 he was made Indiana Di- 
vision manager, the position which he 
held until he became general appliance 
manager. 


J. L. Johnson Appointed 


The appointment of John L. John- 
son as appliance manager for the 
Northwestern District, with headquar- 
ters in Chicago, has been announced 





JOHN L. JOHNSON 


by Henry Czech, manager of the 
Northwestern District of the Westing- 
house Electric Supply Co. 

Mr. Johnson was formerly appli- 
ance manager of the Eastern District 
with offices in New York. He replaces 
J. J. Moffat, who has been trans- 
ferred to the Appliance Division of the 
Westinghouse Electric & Mfg. Co. 

Mr. Johnson was in the sales depart- 
ment of the Westinghouse Electric & 
Mfg. Co.’s Buffalo territory for six 
years. In 1940 he joined the Westing- 
house Electric Supply Co.’s Eastern 
District office in New York City as dis- 
trict appliance manager. 


E. M. Lacey Appointed 


H. B. Tompkins, manager of the 
Eastern District of the Westinghouse 
Electric Supply Co., has announced 
the appointment of E. M. Lacey as 
Eastern District appliance manager 





JOHN T. URBAN 


Formerly manager of the Indiana Di- 
vision of the company, Mr. Urban re- 
places Harold B. Donley, who was 
recently appointed manager of the New 
Westinghouse Radio Receiver Di- 
vision. 

Joining the Westinghouse Electric 
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E. M. LACEY 


with offices in New York. Mr. Lacey 
succeeds J. L. Johnson, appointed ap- 
pliance manager of the Northwestern 
District, Chicago. 

Joining Westinghouse in 1932 as 
Eastern District household refrigera- 
tor supervisor for the state of New 
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Luck, they say, is being at the right 
place at the right time. 


CLARION dealers will be on the 


right spot when the new CLARION 
with FM is released. 


They will have what it takes... 


at the right time .. . just when the 
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Take a Typ from CLARION 


public is expecting exciting postwar 
radio developments. 

If you want to be lucky, get the 
facts about the CLARION dealer 
franchise. Investigate today, before 
it is too late! 


Write and wire for detailsTODAY! 











NEW 
POSITIONS 








Jersey, Mr. Lacey was transferred two 
years later to New York City as 
eastern manager of refrigerator sales. 
In 1936 he returned to New Jersey as 
manager of merchandise sales for that 
state. With the outbreak of the war 
he was made supervisor of advertising 
and proinotion for the Eastern Dis- 
trict with headquarters in New York 
City. 


Portable Elevator Mfg. Co. 


Elevation of Alfred H. Rose to the 
position of general sales manager of 
Portable Elevator Mfg. Co. was an- 
nounced recently by company officials. 


EE ea 





ALFRED H. ROSE 


Mr. Rose joined the company a year 
ago as sales manager of the Refriger- 
ation Division, coming from Washing- 
ton, D. C., where he served on the 
War Production Board as an industry 
advisor in the stove division. Previous 
to that he was sales and promotional 


rT! FS" "Blwaes 


manager of the Moore Stove Corp. in 
Joliet for seven years, assistant general 





sales manager of City Ice and Fuel 
Co. who operate nationwide, and di- a 
visional manager of National Cash 
Register Co. 

(—r~m | | \| McCall Corp. 


Phillips Wyman, vice-president and 
director of publication selling of the 


E © M € R A L DA Cc Oo rs) E iH A 5 Two j oO rz 4 McCall Corp., publishers of McCall's, 
e* e ®@ 





Esmeralda Cope is one of many hundreds of women workers in 
the Detrola Radio Division who now are building land mine detectors, 
FM signal generators and other electronic war equipment. This job 
continues until Victory. But without detracting from this primary 
task, many of these workers are being acquainted also with their post- 





war assignments on the same production lines. Thus they will be 


ready to build hundreds of thousands of fine radio receivers, auto- 





matic record changers, television receivers and other products to en- 
rich the life of a world at peace. Yes, Esmeralda Cope has two jobs. DONALD E. WEST 
And International Detrola’s creed of highest quality rules them both. 


Redbook and other magazines, an- 
nounces the appointment of Donald E. 
West as director of market research. 


Mr. West has been with McCall's 

BUY WAR BONDS TILL VICTORY * for several years as associate of the 
director of promotion and market re- 

search. He was granted leave of ab- 





DIVISION OF INTERNATIONAL DETROLA CORPORATION » BEARD AT CHATFIELD, DETROIT §, MICH. sence in 1943 to serve as consultant in 
the Periodical and Magazine Section, 
C. RUSSELL FELOMANN dr PRESIDENT Printing and Publishing Division of 

- WPB. 
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Good Housekeeping 
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We give this seal to no one— 
the product that has it, earns it. 


and 
the 
Ill’s, 





Prpon a wild pun. We use it to prove a point. product bears the Good Housekeeping Seal—that’s 
It’s not often that a symbol of any kind is accepted _her unerring choice. 
without a clash of opinion. For apparently this little seal has become evidence of 


But there is one symbol millions of women do accept © reliability. It carries assurance of values not necessarily 
without debate—and that is the Good Housekeeping apparent to the eye. 


Guaranty Seal! Hundreds of thousands of dollars, years of time and 
Watch a woman making a selection from among effort have been spent tocreate faith in the Good House- 

several products—food, electrical appliances, clothing, keeping Seal. Women believe in it because they know 

or whatever. we give this seal to no one—the product that has it, 
If there are values that she can’t measure—and one __ earns it. 
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. Housekeeping 


The Homemakers’ Bureau of Standards : 


‘i 
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When peace comes . 


it will be Garand 


When you think about the future, it’s a 
good idea to consider more than prod- 
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ucts. For instance, you take it for grant- 
ed that the GRAND Gas Ranges to come 
after the war will be fine products, with 
the advanced, efficient features you 
naturally expect from GRAND. But we’re 
going much further . . . with practical 
sales helps and lively merchandising 
plans. And we're planning a new sales 
training program, that will bring com- 
plete product information and selling 
instruction right to the people on your 


sales floor. 


Again there'll come a day when you'll 
be selling appliances in a buyer’s mar- 
ket instead of a seller’s market. GRAND 
will be ready for it! 


GAS RANGES 


GRAND HOME 


APPLIANCE COMPANY @« CLEVELAND 





OHIO 


NEW POSITIONS 





OF THE MONTH 











A. O. Smith Corp. 


Appointment of D. S. Whamond as 
eastern district sales manager of the 
A. O. Smith Corp. home appliance di- 
vision has been announced by J. E. 
Woodall, home appliance manager at 
the firm's general offices in Milwaukee. 





D. S. WHAMOND 


Mr. Whamond until recently was 
home appliance manager of the Bas- 
tian-Morley Co., Inc. La Porte, Ind., 
and previously was general manager of 
the Arrow Oil Burner Co., Inc., of 
Oak Park, III. 


Concord Radio Corp. 


The appointment of Ed Berliant as 
manager of the Atlanta branch, has 
just been announced by Concord Radio 
Corp. of Chicago and Atlanta, formerly 
the Lafayette Radio Corporation. 


Landers, Frary & Clark 


B. C. Neece, vice president and gen- 
eral sales manager of Landers, Frary 
& Clark announces the appointment of 
Clarence L. Weaver as district man- 
ager of the Major Appliance Division 
in Washington and Oregon. Mr. 
Weaver was formerly employed by 
Westinghouse in the same capacity and 
more recently by General Cable. 





Cc. L. WEAVER 


Mr. Neece also announced the ap- 
pointment of Jack Fenton as factory 
representative in Northern California 
for major appliances. Mr. Fenton was 
formerly associated with Graybar Elec- 
tric Co. in the same territory. In his 
new position he will work closely with 
Thompson-Holmes Ltd., Universal dis- 
tributors. 


DECEMBER, 


Stromberg-Carlson Co. 


E. S. Germain, pre-war radio sales 
manager of the Stromberg-Carlson 
Co.’s Pacific Coast division, resumed 
that position with the firm effective 
October 1. 

Mr. Germain, in early 1942, was 





( 


E. S. GERMAIN 


drafted from his sales post in the San 
Francisco office to fill the key position 
of manager of the company’s Govern- 
ment sub-contract sales division in the 
Rochester offices. 


Belmont Radio Corp. 


George Russell of Birmingham, has 
been appointed Southern sales repre- 
sentative of the Belmont Radio Corp., 
with his headquarters in Birmingham. 
He has been in the radio industry more 
than 20 years, and formerly was gen- 
eral sales manager of the Sentinel 
Radio Corporation. 


Wilcox-Gay 


According to an announcement re- 
leased by Mr. Wilcox and Mr. Gay 
recently, D. Martin has been appointed 
to the engineering staff of the Wilcox- 
Gay Corp. Prior associations include 
Westinghouse Aircraft Division, De 
Forest Radio Co., Federal Telephone 





D. MARTIN 


and Radio Manufacturing Co., Radio 
Receptor Co. and the J. H. Bunnell 
Co. 

He will serve at Wilcox-Gay as 
chief engineer, a position made neces- 
sary by the enlarged engineering or- 
ganization and the volume and com- 
plexity of the engineering work under- 
taken by the Corp. 
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ILLUSTRATION FROM PHILHARMONIC'S CURRENT NATIONAL ADVERTISING, THRILLEOD BY A NEW PERFECTIONI™ 


Earmarked for many a profitable Christmas! 


§ Ger PHILHARMONIC Radio-Phonograph will 
not be on the Nation’s Christmas shopping list 
this year. But the swift approach of final victory 
gives us hope that long before next Christmas, 
the new PHILHARMONIC will bring you added 
prestige, added volume, and added profits. 


For, PHILHARMONIC 7s earmarked for leadership. 
And you will recognize this leadership at once. 


Its leadership in engineering . . . Its leadership 
in design . . . Its leadership in the beauty of its 
cabinets, created by Morris Sanders, noted architect. 


Everyone prefers the possession of things which 
are known to be superlatively good. 


Philharmonie 


RADIO-PHONOGRAPH 


The social desirability of the PHILHARMONIC 
will be recognized by the men and women who 
are at the forefront of your community in culture, 
discrimination, and ability to choose the best. 


It is this quality, supported by national adver- 
tising, and backed by sound dealer policies, that 
will make the PHILHARMONIC Radio-Phonograph 
franchise of such high value to you. 


These are the important reasons why leading 
radio and music dealers have already caught the 
ground swell of the greatest opportunity for pres- 
tige and profit in our industry! 


« PHILHARMONIC RADIO CORPORATION - 
522 East Seventy-Second Street, New York, N. Y. 
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A TELECHRON PRE-SELECTOR 
FOR POST-W 






Tue Telechron Pre-Selector as 
shown here is an important de- 
velopment for post-war radios, It’s 
low in cost—recommended for use 
with moderate-price receivers. 
Buyers will like this easy-to-use 
Pre-Selector; with finger-tip con- 
trol. Each of the 48 keys around 
the Telechron clock dial repre- 
sents a 15-minute timing interval. 
Pulling out a key automatically 
turns the receiver on, at the pre- 
selected station, for 15 minutes— 
and off at the end of the period, 
unless the next key is pulled out 
also. Keys are automatically reset 


. e 
works on the alarm 
radio, an 


i ed. It has bo 
pag oe regular clock mov 





WARREN TELECHRON COMPANY 


ck prineiple. 
« files whe 


th switch and au 


AR RADIOS 


to OFF position after timing pe- 
riods are passed. 

A flick of the finger sets the keys 
around the large and legible clock 
face. There are no knobs to turn, 
no complicated settings, no diffi- 
cult calculating. Settings can be 
made as much as 10 hours in 
advance. 

This Telechron Pre-Selector is 
only one of a full line of automatic 
timing and control devices which 
we can supply for post-war home 
appliances, All use the famousself- 
starting, synchronous Telechron 
motors and movements. 

For full information about this 
and other timers, wire or write 
Automatic Control Div., Dept. F. 
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EUREKA SIGNS WASHINGTON DISTRIBUTOR—O. G. Goldberg, Eureka's west- 
ern regional manager, is shown with executives of Harper-Meggee, Inc., Seattle 
distributors, at the signing of the distributor franchise for Seattle and Spokane 
territories. Left to right: Goldberg, R. F. Meggee, president of Harper-Meggee, 
M. C. Daugherty, T. A. White, Burr W. Strecker, H. R. Nelson, Charles Tribble and 
Art Poolton 








Admiral Corp. 


Ross D. Siragusa, president of Ad- 
miral Corp., Chicago, announces the 
appointment of the following new dis- 
tributors : 3 


South Texas Appliance Corp., San An- 
tonio, Texas 

Richards & Conover Hardware Co., 
Kansas City and Oklahoma City 

United Distributors, Inc., Cambridge, 








Mass. 
M. J. Fitzsimmons Mfg. Co., Rochester, 
|} WN. Y. 


American Central Mfg. Corp. 


Saunders P. Jones, president of the 
American Central Mfg. Corp., Con- 
norsville, Ind., manufacturers of steel 
kitchen sinks and cabinets, announces 
| the appointment of the following dis- 
tributors : 
Richard S$. MacMahon, 122 S. Michigan 
Ave., Chicago, Ill. 


| Dexter Corp. 


Dexter Corp., Fairfield, Lowa, 
washer and ironer manufacturers, an- 
nounce the appointment of the follow- 
ing distributors: 


Alabama-Florida 
Birmingham, Ala. 


Distributing Co., 


| Duo-Therm Division 
| Motor Wheel Corp. 


M. F. Cotes, vice-president in charge 
of the Duo-Therm Division of Motor 
Wheel Corp., manufacturers of fuel- 
oil appliances, announces the appoint- 
ment of the following new distributors: 


C. R. Rogers Co., Pittsburgh, Pa. 

Four States Distributing Co., Spring- 
field, Mo. 

McDonald Bros., Memphis, Tenn. 

Bluefield Supply Co., Bluefield, W. Va. 

Ark-La-Tex Wholesale Co., Shreve- 
port, La. 

Arkansas Electric Co., Little Rock, Ark. 
Bomar Appliance Co., Knoxville, Tenn. 





DECEMBER, 





Edison G. E. Appliance Co. 


Ward R. Schafer, general sales 
manager, Edison General Electric Ap- 
pliance Co. (Hotpoint), announces the 
appointment of the following new dis- 
tributors : 


El Paso Saw & Belting Supply Co., 
El Paso, Texas 


Electromaster, Inc. 


Gerald Hulett, vice-president in 
charge of sales of Electromaster, Inc., 
announces the appointment of the fol- 
lowing new distributors: 


Afton-Lemp Electric Co., Boise, Idaho 

Northwest Supply Co., Butte, Montana 

Puget Sound Appliance Sales Co., 
Seattle and Spokane, Washington 


Emerson Radio & Phonograph Co. 


Charles Robbins, vice-president in 
charge of sales of the Emerson Radio 
& Phonograph Co., announces the ap- 
pointment of ‘the following distribu- 
tors: i 

Haas Radio Distributing Co., Cleve- 
land, O. 

Foster Distributing Co., Louisville, Ky. 

Canton Hardware Co., Canton, Ohio 





Estate Stove Co. 


Estate Stove Co. announces the ap- 
pointment of the following new dis- 
tributors: 


The Roycraft Co., Minneapolis, Minn. 


Farnsworth Radio & 
Television Corp. 


Farnsworth Radio & Television 
Corp. announces the appointment of the 
following distributors : 

The Lappin Co., Milwaukee, Wis. 





1944—ELECTRICAL MERCHANDISING 



















ply € 
sell I 
You « 
cess, 

ment 
ambu 
not o 


ELEC 





SPACE 


Talk to your Wesco 

distributor NOW. 

Get the full story on 

Evanair—and you'll 

know why Westing- 

‘e house Electric Sup- 

ply Company and Evans have joined hands to 
sell Evanair home heating equipment. 


You can capitalize on Evanair’s long-time suc- 
cess, enhanced by amazing war-time achieve- 
ments in heating equipment for tanks, trucks, 
ambulances and soldiers’ huts. Evanair offers 
not only the time-tested fan-forced, circulat- 


ing floor-level heat it originated—but many 


Manufacturers 











Heater 


advanced features revolutionizing heater 
appearance and efficiency. 


The Evanair program will provide greater and 
greater profit opportunities for aggressive 
dealers, as production controls are lifted. You 


EVANAIR DIVISION 


EVANS PRODUCTS 
COM PANY 


DETROIT 27, MICHIGAN 


HEATERS 


can count on the Wesco-Evans team to give 
you an outstanding line of space heaters as 
well as powerful merchandising and advertis- 
ing cooperation. 


The Evanair franchise may still be available 
in your city; ask the nearest Westinghouse 
Electric Supply Company distributor or write 
Evans without delay. Also ask us for the handy 
Heat Loss Indicator which will aid you in 
recommending the proper size heater for cus- 
tomers’ specific needs. This copyrighted indi- 
cator is simple to use. And it’s FREE! Write 
today to Evans Products Company, 15310 Ful- 
lerton Avenue, Detroit 27, Michigan. 


Heating Equipment 


Space Heater 
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Attend the Yanuary 


1945 HOUSEWARES 
MAJOR APPLIANCE 


Exhibit and Sales Conference...at 


CHICAGO 


Palmer House... January 7 to 12th 


\Visit the 1945 edition of the CHICAGO 
SHOW ... it is made up of a truly impres- 
sive list of exhibitors. The leaders in every 
branch of the industry will be here. Mer- 
chandise is tight, and in some fields is 
almost negligible—however, most ex- 
hibitors now have concrete plans, post 
war models and sales ideas that will 
make this the “smartest” trip you ever 
took. 

As a travel consérving move, attend 
this show—because your trip to Chicago 
will save countless trips to factories and 
sources of supply for your buyers. Things 
are happening—keep in touch with the 
fast moving tempo of the industry. Here, 
and only here, can you fit your house- 
wares department into the general pic- 
ture and be ready to take the quickest 
advantage of national promotions which 
are beginning to be set into motion again. 





ANUFACTURERS 








DISTRIBUTORS APPOINTED 














Galvin Mfg. Corp. 


Galvin Mfg. Corp., Chicago, manu- 
facturers of Motorola radios, announce 
the appointment of the following new 
distributors : 


Thurow Radio Distributors with 
branches at Tampa, Miami, West Palm 
Beach, Orlando, Jacksonville and Talla- 
hassee, Florida 

The Strickland Distributing Co., Pa- 
ducah, Ky. 


Gibson Refrigerator Co. 


The Gibson Refrigerator Co., Green- 
ville, Mich., announces the appointment 
of the following new distributors to 
handle the full line of electric refrig- 
erators, ranges and home freezers: 


Jackson Distributing Co., Salt Lake 
City, Utah 

Rudning Robertson Co., Sioux Falls, 
S. D. 

Radio Specialty Corp., New Orleans, 
La. 

Morris Spitzer, Erie, Pa. 

General Marine Supply Co., Charles- 
ton, S. C. 

Leo Maxwell Co., Oklahoma City, Okla. 

Johnson-Price Co., Amarillo, Texas 

Phillips Hardware Co., Cambridge, 
Md. 


Majestic Radio & Television Corp. 


Parker H. Erickson, director of sales 
of the Majestic Radio & Television 
Corp., Chicago, announces the addition 
of the following to their list of dis- 
tributors: 


Schuster Electric Co., Cincinnati, Ohio 
Bomer Appliance Co., Inc., Knoxville, 
Tenn. 


Noblitt-Sparks Industries, Inc. 


Noblitt-Sparks Industries, Inc., man- 
ufacturers of Arvin radios, heaters 
and other appliances, announce the 
appointment of the following new dis- 
tributors: 


Lester Distributing Co., Sacramento, 


Cal. 


Norge Division— 
Borg Warner Corp. 


Norge Division of Borg-Warner 
Corp., through Glenn O’Harra, vice- 
president in charge of sales, announces 
the appointment of the following new 
distributors : 


Krich-Radisco, Inc., Newark, N. J. 


Stromberg-Carlson Co. 


Clifford J. Hunt, manager of radio 
sales for the Stromberg-Carlson Co., 
Rochester, N. Y., announces the ap- 
pointment of the following new dis- 
tributors: 


Adair Appliance Co., Memphis, Tenn. 
Graybar Electric Co., Louisville; Ky. 


Waters Conley Co. 


Waters. Conley Co., Rochester, 
Minn., manufacturers of Phonola port- 
able phonegraphs, announce the ap- 
pointment of the following new dis- 
tributors : 


The Roycraft Co., Minneapolis, Minn, 

Radio Specialty Co., Milwaukee, Wis. 

The Roycraft lowa Co., Des Moines, 
lowa 


Sampson Electric Co., Chicago, Ill. 


Westinghouse Electric & Mfg. Co. 


Harold B. Donley, manager of: the 
Radio Receiver Division, Westing- 
house Electric & Mfg. Co., announces 
the appointment of 97 distributors to 
handle Westinghouse post-war racio 
receivers. In 79 of the 97 areas, dis- 
tribution will be handled by the West- 
inghouse Supply Co. . The remaining 
18 are as follows: 


Times Appliance Co., New York, N. Y. 

Buffalo Electric Co., Buffalo, N. Y. 

Kempf Bros., Utica, N. Y. 

Penn Electrical Enginéering Co., Scran- 
ton, Pa. 

Service Appliance Co., Bristol, Va. 

Superior-Sterling Co., Bluefield, W. Va. 

Southern Furniture Sales Co., Knox- 
ville, Tenn. 

Danforth Co., Pittsburgh, Pa. 

Moock Electric Supply Co. (Akron, 
Canton, Youngstown, Ohio) 

Tafel Electric & Supply Co., Louisville, 
K 

McCaffery Co., South Bend, Ind. 

Zork Hardware Co., El Paso, Texas 

Electric Appliance Co., Joplin, Mo. 

Continental Electric Co., Kansas City, 
Mo. . 
Jones Bros. Hardware Co., Little Rock, 
Ark. 

Hawaiian Electric Co., Honolulu, 
Hawaii 
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EDUCATING THE PUBLIC—The first in 
a series of three ads run by the Washing- 
ton Post recently in an endeavor to start 
people waiting for dream model appii- 
ances, to thinking along practical, 
istic lines regarding post-war products. 
The other two ads were directed to pee 
ple planning to buy post-war automobiles 
and post-war new homes. 
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( Advertisement) 


Published in the Interests of Better Sight and Sound 





Plastic Finish Strong 
Sales Argument for 


Sylvania Fixtures 





Sylvania reflectors coated with plastic 
finish emerging from part of curing 
process. 


The fact that Sylvania reflectors are coated 
with a plastic finish—not an ordinary 
paint — provides a powerful selling point 
thatcan beusedtoadvantageby wholesalers. 
The two compounds in the diquid ap- 
plied to Sylvania reflectors are polymerized 
in special hardening ovens to form a new 
compound. Result is a finish of exceptional 
hardness, flexibility, and resistance to 
moisture and abrasion, as well as ability to 
withstand distortion and bending. 





Dip You KNow... 











That Sylvania Fluorescent Lighting has a. 
special advantage in air conditioned areas? 
Because of its low heat radiation, it contrib- 
utes to the sensation of comfort which is the 
primary objective of commercial air con- 
ditioning systems. 


x * 
That the ‘Package of Light” is a package of 
sales points as well? Only Sylvania offers this 
feature: lamps, fixtures, accessories all de- 


signed by a single manufacturer—assembled 
and ready to install. 





Sylvania Lamp Life Ratings Newly 
Defined for Longer ‘Time-on Cycles 


Permit More Favorable Cost Comparison 
When Discussing Fluorescent Lighting 


A more exact definition of the life ratings of Sylvania Fluorescent Lamps, 
based on a planned cycle of operation, indicates that wholesalers’ salesmen, 
in discussing fluorescent lighting, can now point-to the probability of con- 
siderably longer lamp life than would have been expected under previously 


LIGHTING SHOW TO 
BE HELD IN APRIL 


An event of outstanding interest to all 
concerned with lighting equipment—the 
Nema International Lighting Exposition—is 
scheduled to take place in the spring at the 
Palmer House in Chicago. Dates set for the 
Exposition are April 19 through 23, 1945. 

Sylvania is already completing plans for 
its participation in this important event. 
According to present plans, Sylvania will 
be one of the largest exhibitors at the 
Exposition,. with a.comprehensive display 
of its lighting products. 


Those attending the Exposition are cor- . 


dially invited to plan to visit the Sylvania 
booth. 








It’s that coal mining company again. 


Their office workers’ efficiency went up 
so much since we recommended Sylvania 
Fluorescent, they want to know if we can 
suggest anything for the miners’ caps!”? 





published ratings. Wholesalers should 
stress these new ratings, which in many 
instances permit a substantial reduction 





of life ratings of Sylvania 

Fluorescent Lamps for 3-, 6- and 12- 

hour burning cycles, when burned under 
specified test conditions. 


Comparison 


in estimates of probable replacement 
costs. This fact naturally places Sylvania 
Fluorescent in a more favorable position. 

Previous life ratings of Sylvania Fluores- 
cent Lamps have been based on a 3-hour 
burning cycle. In most industrial and com- 
mercial installations, the time-on cycle is 
considerably longer than 3 hours, and the 
less frequent starting is reflected in longer 
lamp life. 

To bring its ratings into conformity 
with actual operating practice, Sylvania 
has extended its life data to include 6-hour 
and 12-hour cycles. Wholesalers should 
familiarize themselves with these new 
ratings, which are shown in the accom- 
panying graph, and should use the ones 
appropriate for each prospect’s case. 


SYLVANIA S* ELECTRIC PRODUCTS INC. 


Salem, Massachusetts 


MAKERS OF FLUORESCENT LAMPS, FIXTURES, ACCESSORIES, INCANDESCENT LAMPS, RADIO TUBES, CATHODE RAY TUBES, ELECTRONIC DEVICES 
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LINK-BELT Offers Distributors and 


Dealers an unusual opportunity. 
Let us explain this profitable 


Stoker Sales Franchise NOW! 


LINK-BELT COMPANY 


STOKER DIVISION, 2410 W. 18TH ST., CHICAGO 8, 


1 — Ww 
AUTOMATIC COAL STOKERS 
| WY 
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Westinghouse Full Line Folder 


A full line folder in four colors 
showing one model each of the 22 
types of pre-war Westinghouse elec- 
tric appliances is being packaged with 
each of the new irons Westinghouse is 
now manufacturing, to pre-sell con- 
sumers now on the company’s post- 
war appliances and currently is also 
available to Westinghouse appliance 


New full line folder shows Westinghouse 
pre-war electric appliances. 


retailers through the company’s dis- 
tributors and the Westinghouse Elec- 
tric Supply Co. 

Folding to fit into a No. 10 business 
envelope, the cover of the folder car- 
ries the title, “For Better Living in 
the American Way—Special Exhibit 
Inside.” It is designed for direct mail 
promotion or pass-out distribution to 
tie in with the current Westinghouse 
advertising campaign theme that, “30 
Million Pre-War Westinghouse Elec- 
tric Home Appliances Are Your Post- 
War Promise of Still Finer Ones to 
Come.” The folder features a fore- 
word by Mrs. Julia Kiene, director of 
the Westinghouse Home Economics 
Institute. 


New G-E Refrigerator 
Instruction Booklet 


A new customer booklet, “How To 
Use Your General Electric Refriger- 
ator,” has been published by the appli- 
ance product service section. Care and 
operating information on every G-E 
model manufactured from 1926 to the 
present is contained in the book. 

This information was published by 
the company in answer to many re 
quests for a universal instruction book. 
It is currently being used at General 
Electric’s series of service training 
meetings. 

One of the most important parts o 
the book explains-how to operate the 
controls of the various refrigerator 
models. Profuse use of pictures and 
simple copy make it easy for the 
housewife to follow the instructions for 
starting, stopping, adjusting temper- 
ature, defrosting and resetting the 
overload device. 

Other important subjects include 
“How to Store Foods” and “How 1 
Clean” and “How to Protect Wher 
Not in Use.” 
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to stall a 
Ft HEATELO un 


THE REPLACEMENT UNIT FOR ALL ELECTRIC RANGES 


Fits all ranges with clip- 
on adaptor rings 


Cuts inventories 
Cuts delays 


Cooks with Chromalox 
efficiency 


Makes happy customers. 


Chromalox Super-Speed range 
units and parts available with- 
out priority—under WPB Order 
L-65. 





EDWIN L. WIEGAND CO. 


7525 Thomas Blvd. . Pittsburgh 8, Pa. 





ELECTRICITY 


For Any Job—Anywhere 


Reliable. economical electric service is 
yours anywhere, anytime with an Onan 
Electric Generating Plant. From the 65 basic 
models, the right plant for any job or appli- 
cation, large or small, can be selected. 


Driven by Onan built, 4cycle gasoline 
engines, these power plants are of single- 
unit, compact design and sturdy consiruc- 
tion. Suitable for all mobile, stationary or 
emergency service. 





— PLANTS 


POWER AND LIGHT FOR EVERY NEED 





over 
200,000 
in service 


Model range from 350 to 
35,000 watts. A.C. types 
from 115 to 660 volts; 50 
60, 180 cycles, single or 
three-phase; 400, 500, and 
800 cycle, single phase; 
also special frequencies. 


Mode! shown is from W2C 
series 2 and 3-KW 60-cycle 
115 volt powered by wafer 
cooled 2 cylinder Onan built 
engine. 

















D.C. types range from 6 
to 4000 volts. 
age types available. 


Write 


for engineering 
assistance or 
detalle4 literature. 


3234 R@YALSTON AVENUE, D. W. ONAN 
and SONS 


MINNEAPOLIS 5, MINNESOTA 
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Dual vollt- 


“BLESSED EVENT"—Electrical Distributing, Inc., Portland, Ore., celebrated the arrival 





of their first shipment of Sunbeam lronmasters by Xmas wrapping them and sending 
them to their dealers with a card announcing the "Blessed Event." Photo above shows 
four ex-salesmen who are only waiting for the war to be over to return to their old 
jobs of selling appliances. Left to right, they are E. P. Thom, Provost Marshal Portland 
area; Tom Burley, radio equipment installations, Kaiser shipyards; George Curry and 
Bill Edlund, temporarily with Portland OPA, and A. M. Cronin, Jr., president of Elec- 


trical Distributing, Inc. 


* 


DISTRIBUTOR NEWS 








Cuicaco, Itt.—The Harry Alter Co. 
have secured distribution franchises on 
Globe-American “Dutch Oven” ranges 
and Voss washing machines, according 
to H. C. Huebner, sales manager of 
the appliance division. The company 
distributes Crosley radios and refrig- 
erators and the Coleman Lamp & 
Stove line. Two new men have been 
appointed: Charlie Scheetz, formerly 
of Crosley and N. J. Brandt, former 
proprietor of the Progress Appliance 
Co. 


Loutsvitte, Ky.—James A. Price, 
formerly connected with the ABC Dis- 
tributing Co., Motorola distributors, 
and more recently with the Reynolds 
Metal Co., is listed as one of the in- 
corporators of the Price Distributing 
Co., Louisville, Ky. The company is 
capitalized at $150,000 to manufacture 
electrical household and commercial 
appliances. Other incorporators were 
R. A. Warner, J. C. Godby, Edward 
T. DeMuth and John C. Meyer. 


DaLLas, TExaS—A new company, the 
Schoellkopf Co., Ltd., is being formed 
and will distribute Emerson radios, 
Estate ranges, Coolerator ice and elec- 
tric refrigerators, Thor washers and 
Domestic and White sewing machines. 
according to C. T. Ellis, general sales 
manager. The company will go into 
operation about Jan. 1, 1945. 


Torepo, O.—N. C. Goldman, president 
of the Commercial Electric Co., dis- 
tributors of G-E appliances for north- 
western Ohio and Eastern Indiana, an- 
nounces the appointment of A. G. 
Cruciger as appliance sales manager. 
Mr. Cruciger was merchandising man- 
ager of Westinghouse Electric Sup- 
ply Co. in Toledo. 


Kansas City, Mo.—Myron A. Lowen. 
president of the Enterprise Wholesale 
Furniture & Stove Co., announces 
that a new home appliance department 
will be added to their business, in 
charge of Axel Nelson. The company 
has been appointed distributors of 
Coolerator refrigerators and Arvin 
radios in Kansas and the western half 
of Missouri. 


DECEMBER, 


Cuicaco, Irt.—Clarence Tay, manager 
of Appliance Distributors, Inc., (Ad- 
miral) announces the appointment of 
Patrick J. Deuhery, former district 
representative of Oldsmobile, to their 
executive staff. 


Hartrorp, Conn.—Sam Roskin, pres- 
ident of the Roskin Sales Co., with 
headquarters in this city and a branch 
in Albany, N. Y., plans to open an 
additional branch in Providence, R. I. 


MILwAuUKEE, Wis. — Frank W. 
Greusel, president of the Greusel Dis- 
tributing Corp., announces that W. D. 
Baker, who has been identified with 
the appliance business in Wisconsin 
since 1927, is leaving the WPB Sal- 
vage Division to become sales man- 
ager of the Greusel organization. 


Los ANGELES, CaL.—Edmund E. 
Young, west coast radio executive, 
has joined forces with M. G. “Pete” 
Sues and Clarence Brown to form the 





EDMUND E. YOUNG 


Sues-Young Co., distributors for 
Zenith Radio Corp. in Los Angeles. 
Mr. Young was formerly executive 
vice-president of the Leo J. Mayberg 
Co. 


ATLANTA, Ga.—Over 200 dealers at- 
tended a sales meeting of the Charles 
S. Martin Co., Atlanta, recently to 
hear plans for the merchandising of 
Bendix washers, Hamilton clothes 
dryers, Estate ranges, Schaefer frozen 
food cabinets, Horton washers, I[ron- 
rite ironers, YPS kitchen cabinets and 
other products represented by the com- 
pany. 
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The day is tast approaching when millions of 
dollars in savings will be invested in thousands 
of home freezers. 

And when that day comes, thousands of 
home freezer buyers will buy nothing less than 
the genuine Deepfreeze. 

Building up toward that day, full-page ad- 
vertisements in the leading magazines are now 
broadcasting the facts about Deepfreeze—prov- 
ing that the Deepfreeze alone provides 100% 
Primary Freezing Surface! 100% food protec- 
tion! 

Protected by exclusive patents, the Deep- 
freeze principle of 100% Primary Freezing Sur- 
face prevents harmful food dehydration because 


When BAN WY arrives... 





the entire inner wall of the Deepfreeze is freezing 
surface. Temperature differential between the 
cold wall and food storage area never exceeds 
two degrees. Therefore, in a Deepfreeze there is 
no circulation of warm air to pick up moisture 
from stored foods. Foods stay appetizingly 
farm-fresh—far longer! 

No other home freezer can match the 
performance of the. Deepfreeze — proved in 
thousands of homes since 1938. And remember, 
no other home freezer can be called a ‘“‘Deep- 
freeze’’—the name your customers will demand 
on B-U-Y DAY. 

That bright day may not be too far away. 
Prepare for it now. Mail coupon today! 


Cartridge cases, airplane nose and tail gun turrets, blood desic- AWARDED 
DETROIT PLANT 


re 


cating units and industrial freezing equipment are among the 
war products that Motor Products Corporation is proud to be 
making to speed the day of Victory. 


Deeptiree 


TRADE MARK REG U.S. PAT. OFFICE 
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Motor Products Corporation 

Deepfreeze Division 

2442 Davis Street, North Chicago, Ill. 
Gentlemen: I am interested in. getting full information 
regarding Deepfreeze postwar selling opportunities. 
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Greetings}! 


from Your 
Centralized 


APPLIANCE 
PARTS JOBBERS 


We express our appreciation to the washing machine manufacturers for 
their whole-hearted cooperation and to the many dealers throughout the 
land who have taken advantage of our service: 


 % 
A ONE-STOP SOURCE OF SUPPLY 
Handling PARTS for ALL MAKES 
of WASHING MACHINES 


These factors have made possible the 
rapid growth of our organization. It is 
our purpose to continue the expansion 
of our Association's membership and its 
services in order to meet the require- 
ments and assure the satisfaction of 
washing machine service dealers every- 
where, no matter where they are located. 


























JOBBER MEMBERS 
PACIFIC DISTRICT 
W. L. May Co., 215 Northwest Park Ave., Portland 9, Oregon 


MOUNTAIN DISTRICT 
A-! Master Electric Shop, 432 S. State St., Salt Lake City 1, Utah 


Ray Jones Washing Machine Parts & Service Co., 376 Broadway S., 
Denver 9%, Colo. 
















































SOUTHERN DISTRICT 
Wallace Johnston Co., 760 Union Ave., Memphis 3, Tenn. 
Pearsol Appliance Company, 2010 Commerce St., Dallas 1, Texas 
Pritchard Electric Co., 23 So. Walker St., Oklahoma City 4, Okla. 
Refrigeration Supply Co., 214 W. Broad St#., Richmond 20, Va. 
United Appliance Co., 2409 S. Main St., Houston 2, Texas 


NEW ENGLAND DISTRICT 
The Domestic Appliance Corp., 146 Grand St., Waterbury 5, Conn. 
C. J. Roberts Eng. Co., 48 Dwight St., Springfield 3, Mass. 
The Good-Housekeeping Shop, 126 Dartmouth St., Boston 16, Mass. 


EASTERN DISTRICT 
Electric Warehouse, 3640 Elder St., Philadelphia 40, Pa. 
Electrical Center, 514 Tenth St., Northwest, Washington 4, D. C. 
Keystone Washer Parts Co., 643 Arch St., Philadelphia 6, Pa. 
Latta Electric & Mfg. Co., 1103 Ohio Ave., McKeesport, Pa. 
D. J. Phelan Sons, 52 West Broadway, New York 7, N. Y. 
Radio Electric Service Co. of Penn., 701 Arch St., Philadelphia 6, Pa. 
Refrigeration Supply Co., 273-275 Boas St., Harrisburg, Pa. 
Trible's, 811 Ninth Street, Northwest, Washington 1, D. C. 
Washer Sales & Service Co., 10-12 Federal St., North Side, Pittsburgh 12, Pa. 
Wyner Parts & Service Co., 155-159 State St., Rochester 4, N. Y. 


EAST CENTRAL DISTRICT 
Akron Washer Parts Co., 118 East Exchange St., Akron 4, Ohio 
American Electric Washer Co., 1766 East 55th St., Cleveland 3, Ohio 
Appliance Parts Company, 123 East New York St., Indianapolis 4, Ind. 
Buckeye Vacuum Cleaner Supply Co., 10615 St. Clair Ave., Cleveland 8, Ohio 
Detroit Appliance Parts Co., 4770 Grand River Ave., Detroit 8, Mich. 
Fiach's Washer Parts Co., 432 Division Ave., So. Grand Rapids 3, Mich. 
Home Electric Co., 26-28 East Front St., Youngstown 3, Ohio 
Pearsol Appliance Co., 2122 Euclid Ave., Cleveland 15, Ohio 
Servall Company, 3572 Gratiot Avenue, Detroit 7, Mich. 


WEST CENTRAL DISTRICT 
Dennis Refrigeration Supply, 359 Wesley Way, Sioux City 16, lowa 
The Jesse Company, 2440 West North Ave., Chicago 47, Ill. 
Mar-Cone Sweeper Co., 911 Franklin Ave., St. Louis 1, Mo. 
Midwest Appliance Parts Co., 2722 West Division St., Chicago 22, Ill. 
Minnesota Appliance Parts Co., 191 West Seventh St., St. Paul 2, Minna. 
O'Dell Parts & Service Co., 327 North Main St., Wichita 2, Kansas 
R. and S. Parts Co., 2120 North Twelfth St., Milwaukee 5, Wisconsin 
Refrigeration Equipment Co., 101 East Twenty-Fourth St., Kansas City 8, Mo. 
Ruegg Refrigeration Supply, 2611 Farnam St., Omaha 2, Nebraska 
C. E. Sundberg Co., 615 West Seventy-ninth St.. Chicago 20, Ill. 
United Appliance Co., 410 Marquette Ave., Minneapolis 1, Minn. 
Wash Machine Parts and Sales Co., 4119 Gravois Ave., St. Louis 16, Mo. 


APPLIANCE PARTS JOBBERS ASS’N, Ine. 


1015 Dime Building A Notiona! Orgonizction Detroit 26, Michigan 


: 
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SIGN REFRIGERATOR CABINET CONTRACT—Negotiations for the post-war pro- 
duction of Admiral refrigerator cabinets by the American Central Mfg. Corp., have 
been completed by Saunders P. Jones, (left), president of American Central, and 
Ross D. Siragusa, president of the Admiral Corp. A $1,000,000 sales campaign will 
merchandise the 125,000 units in the initial commitment. 




















Lake City, FLoripa—W. T. Beach of 
Lake City has opened his Beach Radio 
Sales and Service Store at 26 N. 
Marion St., using part of the space of 
the Thompson Electric Co. location. 
He features a full line of parts and 
accessories together with used radios. 


St. PererspurG, FLa—The Jack Wad- 
ford Radio Store has been opened at 
928 Fourth St., North, and will handle 
radio and electronics sales and service, 
parts and supplies. J. W. Handy is 
the service man, and Mrs. Jack Wad- 
ford is the owner and manager of the 
new business. 


PeortA, ILt.—Jim Turnbow has estab- 
lished Jim’s Refrigeration and Ap- 
pliance Shop at 621 S. Adams St., for 
the repairing and rebuilding of elec- 
trical appliarices and radios. He plans 
to stock a complete line of major and 
small appliances and radios when avail- 
able. For 10 years he was in the ap- 
pliance and radio service dept of Fred- 
man Bros., local home furnishing and 
appliance store, and has been electrician 
at R. L. Le Tourneay Co. for the past 
two years. 


Ecxuart, Inp.—Myron Bradford of 
Elkhart has bought Walter Stanner 
electric shop at Niles, Mich., and has 
taken immediate managership. He has 
been an employe of the store for the 
last year and a half. 


Fort Wayne, Inp—New Michigan 
Furniture Co., 1329 S. Calhoun St., 
Fort Wayne, Ind., has begun business 
and plans to handle all kinds of elec- 
trical appliances as well as furniture 
and other household lines. Max Kap- 
lan is owner, with Jacob Schwartz, 
from whom he purchased furniture 
stock of the old Michigan Furniture 
Co. as advisor. Otto Scholle is sales 
manager of the firm. 


Boston, Mass.—ABC Electrical Co., 


1116 Boyston St., Boston, have opened 
a branch retail store at 46 Province 
St., Boston. 


Derroit, Micu.—William Dearborn 
Appliance Co., 16862 Schaefer Rd., 
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Detroit, has filed for incorporation to 
deal in household appliances. Capital 
stock 3000 shares, no par value; assets 
$3,000: Stockholders: William Dear- 
born Pratt, 1,000 shares; Anthony 
Meier, 1,000 shares; Loretta McCor- 
mick, 1,000 shares. 


St. Louts, Mo.—Commercial Electric 
Motor Service, Inc., 3121 Washing- 
ton St. Louis were authorized to en- 
gage in motor repair and recondition- 
ing, and in the sale of new and used 
motors and any other electrical ap- 
pliances, as well as to engage in all 
types of electrical contracting. 40 
shares, $100, $4,000 authorized. Com- 
mon shares were subscribed by Frank 
X. O’Brien, St. Louis County, 15; 


William C. Weckback, St. Louis 
County, 5; and John Scott, St. 
Louis, I. ’ 


Burrato, N. Y.—Economy Refrigera- 
tion & Appliance Service, Inc., has 
been incorporated with a capital of 
100 shares. Incorporators are Fred- 
erick A. Martzolf, Eleanor Martzolf 
and Edward Skoney, all of Buffalo. 


BuFFALo, N. Y.—Business names have 
been filed for two firms in Buffalo 
which will engage in the sale of elec- 
trical appliances. They are Ken’s Ap- 
pliance Service, Kenneth Schaefer, 
721 Norfolk St.; and Buffalo Re- 
frigerator & Appliance, William C. 
Maunz, 1397 Jefferson St. 


BurFrato, N. Y.—Buffalo General Re- 
frigeration & Appliance Corp., has 
been incorporated with a capital of 200 
shares. Incorporators are Theodore 
A. Viehe and Frederick T. Sherwood 
of Hamburg, N. Y., and Clarice G. 
Riehle, Lake View. 


New York, N. Y.—Poerner Products 
Co., Inc., New York City, was re- 
cently incorporated to deal in electrical 
products. $20,000 in $100 shares. 100 
shares subscribed by W. Edward Poer- 
ner, 40 South Munn Ave., East Or- 
ange, N. J.; Lawrence Breakell, Pa- 
cific Ave., Nanuet; Benjamin Break- 
ell, 60 Lydecker St., Nyack, N. Y. 
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WORLD'S LARGEST MANUFACTURER OF HOME LAUNDRY EQUIPMENT 
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. Use Tomorrow's 
Oven Heat Controls 


Today pilots of the swift and deadly P-51 Mustangs 
use a new kind of heat control —engineered, designed 
and manufactured by Robertshaw. Called an Actuator, 
this precision instrument controls engine operating 
temperature automatically. Robertshaw Actuators 
have nearly 500 parts, many built to tolerances rang- 
ing from .0001 to .0004 inches. 

Tomorrow the skill and experience gained in the 
development of these Actuators will mean still better 
Robertshaw Oven Heat Controls. So tomorrow, more 
than ever, a Robertshaw Oven Heat Control will be 
a fuel and food saving plus which homemakers will 
be looking for on the ranges they buy. 


Women’s Interest 
Radio Programs Are 
Telling Homemakers 
About Robertshaw 
Oven Heat Controls. 








ROBERTSHAW THERMOSTAT COMPANY 
YOUNGWOOD, PENNSYLVANIA 
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RMA AD MEN—Three members of Radio Manufacturers Association's Advertising 


Committee get together at recent Chicago session, during which additional plans 
furthering the current promotional program of the association were approved. Left 
to right: Bond Geddes of the RMA, John S. Garceau of Farnsworth Television and 
Radio Corp., and Edgar G. Herrmann of Zenith Radio Corp. 











New York, N. Y.—Lahn, Inc., New 
York City, was recently incorporated 
to engage in a radio and parts business. 
Capital $7,500, in $100 shares; 3 shares 
subscribed by Adolph Gersh, Lillian 
W. Barsch and Rhoda Miller, 291 
Broadway, New York City. 


New York, N. Y.—Reliable Radio & 
Electrical Appliance, Inc., was recently 
incorporated. 200 shares no par value 
stock were subscribed by Leo J. Zim- 
merman, Morris Daimond and Harold 
C. Fields of 161-9 Jamaica Ave., 
Jamaica, Long Island, N. Y. 


New York, N. Y.—Stevens Supply 
Corp., have been incorporated to deal 
in electrical appliances. $7500 in $5 
shares, threé shares subscribed by Leo 
J. Zimmerman, Harold C. Fields, Mor- 
ris Daimond, of 161-19 Jamaica Ave., 
Jamaica. 


New York, N. Y.—Norman Electric 
Appliance Corp., Queens, received a 
charter recently. 200 shares, no par 
value, were authorized and 3 shares 
were subscribed by Helen Ladgin, 
1230 Sheridan Ave., Bronx; Rose 
White, 2125 79th St., and Samuel 
Wax, 645 E. 26th St., Brooklyn, N. Y. 


New York, N. Y.—Modern Radio 
Corp., has been incorporated to operate 
a general radio and television business. 
Capital $10,000 in $100 shares, 3 
shares ‘subscribed by Frank Barone; 
667 E. 224th St., Bronx, Albert R 
La Marca, 99 Rossmore Rd., Bronx- 
ville, and Laura Chambers, 103-10 
Roosevelt Ave., Corona. 


New York, N. Y.—Di Pietro Pro- 
ducts, Inc., Detroit, Mich., chartered 
under Michigan Laws, has certified to 
the Secretary of State that it is enter- 
ing New York State+with a New 
York office at 161 Grand Street. It 
deals in electrical refrigeration equip- 
ment. Capital, $50,000 in $1 shares. 
Emery Flinn is president. 


Jamaica, N. Y.—Certificates of incor- 
poration were recently filed by Kesco 
Products Corp., Jamaica, Long Island, 
N. Y., for refrigeration supplies. 200 
shares, no par value, three shares sub- 


scribed by Mary Kearns, Alexander 
Schaffer and George Weisbarth, 163- 
18 Jamaica Ave., Jamaica. 


RockviLtte Center, N. Y.—Manhattan 
Commodities, Inc., is a new corpora- 
tion to deal in electrical appliances. 
$20,000 in $100 shares. Three shares 
subscribed by Dominic Del Colle, 115- 
75° Parkway Drive, Elmont, L. L; 
Marion I. McNeill, 90-19 88th Ave., 
Woodhaven, L. I.; and Neil J. Guil- 
foyle, Simms Ave. and Evans Place, 
North Belmore, Long Island, N. Y. 


Duruam, N. C.—Lovette’s Radio and 
Appliance Corp., of Durham received 
certificates of incorporation recently 
to deal generally in all kinds of elec- 
trical equipment and appliances. Au- 
thorized capital stock, $100,000, sub- 
scribed stock $300 by E. H. Lovette, 
Hubert O. Teer, B. M. Watkins, all of 
Durham. 


Henperson, N. C.—Lawrence Orr, In- 
corporated, received certificates of in- 
corporation recently to buy and sell 
radios and equipment. Authorized 
capital stock $10,000, subscribed stock 
$400 by William Lawrence Orr, 
Theresa Orr, Arthur B. Shepherd, all 
of Hendersonville. 


Wapessoro, N. C.—Wadesboro Elec- 
tric Co., of Wadesboro, N. C. were 
recently incorporated to generally deal * 
in electrical supplies. Authorized 
capital stock, $25,000, $3000 subscribed 
by Preston A. Burns, Flake S. Allen 
and J. T. Porlaw, Jr., all of Wades- 
boro. 


Cincinnati, O.—Foltzer’s Electric 
City, 214-216 E. Fourth St., Cincinnati, 
O. announced their opening. They will 
feature new _ electrical appliances, 
phonograph records. Their repair de- 
partment is completely equipped to fix 
appliances, and when available they 
will feature a complete line of G-E, 
Hotpoint and Crosley appliances. 


CLEvELAND, O.—American Appliance 
Co., Cleveland, has been chartered 
with authority to issue 250 shares of 
no par value common stock. Incorpo- 
rators: Lawrence M. Rich, Harold H. 
Kahn, and William B. Sampliner. 
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On the after- 
s ” noon of June 2, 
ha 1875, Alexander 
Graham Bell and his assistant, 
a Thomas A. Watson, were tink- 
ering with their crude apparatus of 
wires and coils. Suddenly, something 
happened at Watson’s end of the line. 
Bell rushed in, demanding: “What 
did you do then? Don’t touch anything! 
Let me see!” 

The lucky accident ofa faulty spring, 
giving rise to a current of varying in- 
tensity, had provided the answer to the 
inventor’s dream! At that moment the 
telephone was born. 

Alexander Bell had always been ob- 
sessed with the idea of “sending the 
human voice along a wire.” For three 
generations his family had been voice 
specialists. Before he was 14, he was 
studying phonetics. 

From boyhood, he read omnivor- 
ously. In his grandfather’s library were 
rows of books on acoustics. In his 
Boston workshop were many books 
on electricity. He read them all. 

Thus, by reading, Bell’s genius was 
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A milestone in human progress was the dramatic moment when Alexander Graham Bell found the 






secret of the telephone... freed millions from the limitations of time and space. 


fired. He acquired the knowledge and 
vision which were to annihilate space 
and time for millions ... were to add 
swiftly and immeasurably tothe world’s 
capacity for productive work. 


LA 7 7 


TO ALEXANDER GRAHAM BELL, as to 
thousands of others who have left their 
mark on history, reading was a powerful 
inspiration to achievement. 

Knowledge is power, and reading is the 
richest, most fertile source of knowledge. 
When you read, you can set your own pace 
... go fast or slow ... turn back and read 
again ... start and stop as you please. 
Only through the unhurried eye of the reader 
can ideas and information be absorbed fully, 
in detail. 

In The American Weekly is reading at its 
vivid, most varied best. All the color and 





READING fired his Genius...and 
m the TELEPHONE was Born 


stir of life are within these pages... love, 
sex and romance, tragedy and triumph... 
heartbreak and laughter ... the march of 
medicine and science .. . the power and 
beauty of art, literature, religion. 


So clear, accurate and interesting are 
the articles in The American Weekly, that 
they are used widely in the classrooms of 
schools and colleges throughout the 
United States. 


The American Weekly is distributed 
through 20 great Sunday newspapers and 
read regularly in more than 7,750,000 
homes from Coast to Coast. It is the con- 
stant companion of some 30,000,000 
people... 

Can anyone doubt that the manufac- 
turer who associates his product with such 
an influence is tying in with the most power- 
ful known force in advertising? 


ERICAN | 


TH 
hey oe ‘ FEKUY 


“The Nation’s Reading Habit” 
MAIN OFFICE: 959 EIGHTH AVENUE, NEW York 19, N. Y. 
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. ANTED: 473,000 Refrigerators 
: Within One Year Atter \-Da 
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Only 473,000 of us— 
for the whole country? 


No, that isn’t the national sales potential—it’s only 
the number of automatic refrigerators the readers 
of The American Home Magazine intend to buy. 


end of the war. 





That’s a high percentage, isn’t it? 


It’s high because The American Home is bought 
only by families for whom homemaking is a major 
interest, by families who have long planned for 
comfortable postwar living and have an unusually 


long list of household needs. 


What does that 
















\Za 


Az 


PAGE 148 


Gosh, how many families 
read The American Home? 


2,367,390 of the most home-conscious families in 
America—and according to a recent report of The 
American Home Reader-Consumer Panel, 20% of them 
plan to buy refrigerators within a year after the 


mean to the 


electrical equipment dealer? 


It means that approximately one out of five American 
Home families in every dealer’s community will be 
in the market for an automatic refrigerator after 
V-Day. It means that in a single year American Home 
families will buy more than 1600 refrigerators in 
Boston, more than 8000 in Detroit, more than 2500 in 
Minneapolis and St. Louis, more than 1000 in Syra- 
cuse, more than 4000 in Cleveland. It means that 
dealers everywhere will be cashing in on one of 
the most concentrated refrigerator markets in the 
country—The American Home market. 


FOr postwar Electrical 
Equipment business, 


there’s no place like 


a 


MERICAN Home 
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CLeveLaANnp, O.—Liberty Electric Co., 
Inc., has been chartered in Cleveland 
with a capital of 250 shares, no par 
common stock, to deal in electrical 
supplies and equipment. Principals 
listed are Leo Moss, Charles S. Gold 


| and Barney Lertzman. 


electric 





Dayton, O.—Gem City Appliances, 
ne., has been incorporated with au- 
thority to issue 500 shares of no par 
\alue common stock. Incorporators: 
Henry G. Binns, Carl Tresemen, and 
1. M. Harris. 


ToLtepo, O.—Heatecon Corp., Toledo, 
has been incorporated to handle na- 
tional sales and service of refrigeration 
and heating equipment. J. H. Smith 
is president; temporary headquarters 
at 3207 Beaumont Drive, Toledo. 
Other incorporators are R. A. Green- 
man and Lyle B. McBride. 


OKLAHOMA City, OxKrta.—The Os- 
borne Electric Co. hs moved to a new 
location at 2411 N. Walker St., ac- 
cording to Marvin R. Osborne, pro- 
prietor. 


Haze.ton, Pa.—The Lazarus Electric 
Center has been opened at 148 W. 
Broad St., Hazleton, Pa., featuring 
“hard-to-get” merchandise like radios, 
ironers, sewing machines, 


clocks, lamps and small appliances. 


George D. Martin, the manager, was 


for more than 22 years merchandise 
sales director for Pennsylvania Power 


& Light Co. 


Woonsocket, R. I.—Certificates of in- 
corporation were granted to Leclaire 
and Tetreault Inc., to buy, sell and 
distribute any and all kinds of electri- 
cal appliances, motor cars, motor 
trucks, etc. Authorized capital, 30 
shares, no par common. Incorpora- 
tors: Bernard R. Monty, and Berthe- 
lot A. Leclaire, 301 WHarris Ave., 
Woonsocket; Ernest W. Tetreault, 9 
St. George Court, Gov. Francis Farms, 
Warwick. 


KNOXVILLE, TENN.—Whitehall, Inc., 
of this city, has been chartered with a 
starting capital stock of $1,000 to en- 
gage in a department store and elec- 
trical appliance business. Mary O. 
Wolfe, T. D. Wolfe and Alphonse 
Bost were listed as the incorporators. 


KNOXVILLE, TENN.—A third charter 
was issued to Whitehall Inc. Alphonse 
Bost, Mary O. Wolfe and T. D. Wolfe, 
the incorporators, were authorized to 
operate a department store and elec- 
trical appliance business on the second 
floor of the Cherokee Bldg. in Knox- 
ville, with a starting capitalization of 


$1,000. 


Ocpen, UtAn—Harold Jolinson, jour- 
neyman lineman for the past seven 
years for the Utah Power & Light Co., 
has joined with his brother, Elmer, 
to open a motor repair business—the 
Johnson Electric Service Co., at 2274 
Washington Blvd., Ogden. While they 
are engaged entirely in the repair of 
small appliances and single phase 
motors at present, they plan to enlarge 
as soon as possible into selling and 
servicing all types of electrical ap- 
pliances. 
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You're right, Joe, the water has to be more 
than just hot. 

That’s why people who own automatic 
electric water heaters with Monel Tanks 
are so pleased with them. 

Of course, it’s nice to have a con- 
stant, dependable supply of steaming hot 
water. To have as much as you need, as 
hot as you want...at any hour of the 
day or night. 

But automatic electric water heaters 
with Monel Tanks provide more than that. 

There’s no fuel supply to 
watch, nothing to order, no 
deliveries to wait for, no 
need to pay in advance. 











And there’s no fire to tend, no dirt, no 
dust, no grime. 

Yetthoseare only incidental advantages. 

The really important thing is that water 
from a Monel Tank is always clean, never 
red or rusty. Running off hot, dirty water 
and then washing dishes or taking a bath 
in the luke-warm remainder is a forgotten 
experience ... thanks to Monel. 

As soon as restrictions on the use of this 
essential metal are eased, Monel Tanks 
will be back to boost automatic electric 
water heater sales...to safeguard profits 
by supplying your customers with the 
clean, reliable hot water service they ex- 
pect to buy. 


MONEL 


THE INTERNATIONAL NICKEL COMPANY, INC. 
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SK _/7’ 67 Wall Street, New York 5, N.Y. 
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Plan for 
Tomorrow's 
Sales Leader... 


The BEN-HUR FARM LOCKER PLANT 


@ A Farm Locker Plant is the "post-war 
plan” of every American farmer RIGHT 
NOW. That means ready sales for you 
—just as soon as production is permitted. 


@ And the new BEN-HUR Farm Locker 
Plant is ready—and waiting. Ready to 


home freezing and storing farm-grown 
vegetables, meat, poultry—for delicious 
meal variety weeks and months later. 


@ This new sales volume. is waiting for 
you, too, Let us put your name on the 
list for complete sales information on 
BEN-HUR FARM LOCKER PLANTS when 


this can be released. 


help your farmer friends to the economy, 
time 


- and - food - savings advantages of 


BEN- 


BEN-HUR MANUFACTURING CO. 
634 E. Keefe Ave., Milwaukee 12, Wis. 


Today—Back Our Fighting Men with MORE WAR BONDS 














Allen and Allen Dealers 
and Distributors 


NY 










Revolutionary new im- 
provements in famous 
ALLEN Cooking and Heating Appliances 
have been developed by ALLEN Engi- 
neers. These features have been incor- 
porated into ALLEN OJL-Burning Parlor 
Furnaces, Oil-Burning Water Heaters, 
and Combination Ranges. 


ALLEN'S OIL-BURNING 
PARLOR FURNACE 
Model 4110 
Duotone Baked Enamel Finisa 


Now is the time to identify yourself as the 
ALLEN Dealer in your community. 





PARLOR FURNACES °* SEE US AT 
PRINCESS ‘RANGES © CHICAGO FURNITURE MART 
STREAMLINE 17th FLOOR 
RANGE ETERNAL 
ALLEN MANUFACTURING CO., INC. 
NASHVILLE, TENN. 
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Southwest Division 
Florence Establishes 


Florence Stove Co., Gardner, Mass., 
stove and heater manufacturer, has 
just announced the establishment of 
a Southwest Sales Division compris- 
ing the states of Texas, Louisiana, 
Arkansas, and Oklahoma. The new 
Southwest Division is one of the re- 
sults of a broad, intensive study Flor- 
ence has made of its sales set-up with 
an eye to serving range and heater 
dealers better. 





THOMAS E. COOK 


Mr. Thomas E. Cook has been ap- 
pointed manager of the new division, 
with offices and display rooms at 301 
No. Market St., Dallas 2, Texas. Mr. 
Cook has represented Florence in the 
Texas area for many years. 


Ferro Enamel Opens 
New York Office 


The Ferro Enamel Corp., Cleveland, 
Ohio, through president Robert A. 





Weaver, has announced the opening of | 


a new sales office in New York City, 
effective November 1. 





W. H. WILSON 


The prospect of an early resumption 
of consumer-goods production, to- 
gether with the large volume of post- 
war business that is anticipated, 
prompted the Ferro management to 
take this step, to better serve its many 
Eastern customers. 

Ferro’s new office which will be 
located at 17 East 42nd Street, will be 
managed by W. H. Wilson, as eastern 
territory manager. 


Manning-Bowman 
Irons in Production 


The first electric irons, now being 
manufactured by Manning Bowman & 
Company, Meriden, Conn., are ex- 
pected to come off the production line 
this month. Only one type of iron will 
be made, and the total number author- 
ized, 38,500 will be allocated among 
jobbers on the basis of purchasers in 
1941. 
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4656 W. Huron St., Cleese 
Canadian Distributor: Kahn, 





GITS PLASTIC 


PROTECT-0-SHIELDS 








Designed and 
Merchandised for 


QUICK SALES 


Thoroly proved on the counter. Mod- 
ernly artistic in design, these shields 
are expertly merchandised to sell on 
sight. A beautiful multi-colored dis- 
play is furnished each dealer. Molded 
of unbreakable plastic and in a range 
of colors to harmonize with any wall 
or wall paper. Retail—single size 25c 
each—double size 35¢ each, with full 
discount. Order from your jobber. 


Al 


44, boson 
Bald & Laddon 


9 York St., Toronto 


Manufacturers a the Famous Gits Flashlights, Razor 
Knives, 


Savings Banks, Games, Stir Sticks, etc. 














Y 
The All- Glass COFFEE Brewer 


Qualit britany) 


WATCH CORY 
IN 1945 


® New Models for you to sell 


® Tremendous advertising in 
consumer mediums — 
pages and half pages in 
color 


* And, as always, prices 
maintained — distribution 
exclusively through job- 
bers. Sold in better stores. 
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FINANCIAL REPORTS 





Crosley Corp. 


Net sales of $72,667,120 by The 
Crosley Corp., for the nine-months 
period ending September 30, were re- 
ported recently by Powel Crosley, Jr., 
president. This compares with net 
sales of $58,978,783 during the compar- 
able nine-months’ period in 1943. 

Net profit for the first three quarters 
of 1944 was reported to be $3,571,388, 
as compared with net profit of $2,771,- 
879 for the same nine months in 1943. 
These figures are after taxes and de- 
preciation but before renegotiation. 


Eureka Vacuum Cleaner Co. 


Eureka Vacuum Cleaner Co. had a 
net profit of $291,247 for the fiscal 
year ended July 31, 1944 after provid- 
ing $232,000 for taxes, H. W. Burritt, 
president, reported in the annual state- 
ment to stockholders recently. This 
compares with a profit of $444,496 
providing for $170,000 in taxes for the 
preceding fiscal year. 

Shipments of products by the com- 
pany amounted to $9,191,000 for the 
year and production since the close of 
that year has remained at the same 
high rate, Mr. Burritt said. 

The financial position of the com- 
pany improved during the year by an 
increase in the net working capital 
from $1,351,847 to $1,631,502. Divi- 
dend payments were also increased 
from the preceding year and a total 
of 50¢ per share was paid for the year. 


General Electric Co. 


General Electric Co. earnings in the 
first nine months of 1944 were approxi- 
mately the same as in the first nine 
months of 1943, whereas production for 
this period reached an all-time high, 
President Charles FE. Wilson an- 
nounced recently. 

Net sales billed—representing ship- 
ments—during the first nine months 
this year amounted to $1,036,634,375 
compared with $980,226,836 for the 
same period a year ago, an increase of 
6 percent. 

Income from sales for the nine 
months this year was 28 percent less 
than for the same period a year earlier, 
due primarily to substantial reductions 
in prices of products for the armed 
services. This decrease was more than 
offset by an increase in income from 
other sources and a reduction, from 
$201,000,000 to $141,000,000 or 30 per- 
cent, in the amount required as pro- 
vision for federal taxes on income and 
for post-war adjustments and contin- 
gencies. The profit available for divi- 
dends, therefore, for the first nine 
months this year was $31,705,839 or 
$1.10 a share of common stock, com- 
pared with $31,433,933 or $1.09 a share 
for the same period last year. 


Westinghouse Electric & Mfg. Co. 


All previous production records of 
the Westinghouse Electric and Mfg. 
Co. were shattered during the first 
nine months of this year, with total 
output of war equipment amounting to 
$612,099 5°1 in sales billed, it was re- 
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ported recently. This figure is 22 per- 
cent ahead of the same period in 1943. 

New orders, amounting to $606,703,- 
566, decreased 21 percent during the 
first three quarters of this year, com- 
pared with the same period in 1943. 
During the same period the Company’s 
federal tax bill totaled $69,513,715, an 
increase of 21 percent over the com- 
parable 1943 period. Net earnings for 
the first three quarters of 1944 were 
$16,711,097 compared with $14,491,608 
in the same period in 1943. 


Zenith Radio Corp. 


The Zenith Radio Corp. reports an 
estimated consolidated operating profit 
for the first quarter ended July 31, 
1944, of its current fiscal year, amount- 
ing to $2,533,263, after depreciation, 
excise taxes and reserves, including re- 
serves for voluntary price reductions 
on war contracts, but before provision 
for federal income and excess profits 
taxes. 

Federal income and excess profits 
taxes on this profit are estimated at 
$1,466,985 net. 


Stromberg-Carlson Gets 
$15,000,000 VT Loan 


The Stromberg-Carlson Co., Roch- 
ester, N. Y., have concluded arrange- 
ments for a $15,000,000 VT loan, it 
was announced recently by Wesley M. 
Angle, president. The company pre- 
viously had been operating under a 
$10,000,000 V Loan arranged in 1942. 

In 1943, the company produced more 
than $40,000,000 of communications 
equipment for the armed forces, more 
than doubling its 1942 production, and 
a comparison for the first nine months 
of 1944 with the similar period in 1943 
shows the current year over 18 percent 
ahead. 

Stromberg-Carlson production for 
the month of September broke its all 
time one month record by over a 
million dollars and reached the volume 
of $6,556,000. The September record 
achieved over half the production ob- 
tained in a whole year’s operation in 
the company’s biggest peacetime year, 
1929, 


"Youngstown Kitchens” 
New Mullins Trademark 


Mullins Mfg. Corp. announces a new 
trade mark and name for its post-war 
line of steel kitchen sinks and cabinets. 
Known as “Youngstown Kitchens,” 
the equipment will be identified by a 
trademark bearing the goddess Diana 
inside a black oval, with the lettering 
“Youngstown Kitchens by Mullins,” 
at the right. 

Heretofore the kitchen equipment 
has been variously known as “Youngs- 
town Pressed Steel Kitchens,” or 
“YPS Kitchens.” This was the result 
of a merger between Mullins of Salem, 
Ohio and Youngstown Pressed Steel 
Co. of Warren, Ohio in 1937. The 
Warren plant gave its name to the 
kitchen equipment the company began 
to produce shortly afterwards. 
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Electrical heating elements wound with Nichrome* live a 
longer life of satisfactory service because of perfected heat 
and corrosion resistance properties. 

This exclusive Driver-Harris nickel-chromium product 
enjoys an enviable record with leading manufacturers of 
electrical appliances throughout the world. 

Nichrome*. . . is a toast to longer life and improved 
performance in your electrical appliances, so specify it 
and other D-H resistance alloys when buying electrical 
heating elements. 


* Trade Mark Reg. U. S. Pat. Office 


° é . 
Driver ~F larr¢s COMPANY 
HARRISON, N. J. 
CHICAGO + DETROIT + CLEVELAND + LOS ANGELES + SAN FRANCISCO + SEATTLE 
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SIGNAL ELECTRIC MFG. CO. 


lL MENOMINEE, MICHIGAN 
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during the War. 


them prompltly. 


Franchise in your city. 











The Importance of Quality 


The extra quality built into One Minute Washers for 46 years 
has proven a good investment for One Minute Washer owners 


Many thousands of “One Minutes” have given uninterrupted 
service without repairs during this emergency, and when 
parts have been needed One Minute dealers are furnishing 


Here is the way one dealer expresses it: “The service we have 
been able to render on One Minute Washers has increased 
confidence and also made the people of this vicinity realize 
the importance of Quality-built merchandise and local service.” 
While One Minute Washers are not available today. you are 
invited to investigate the possibilities of the One Minute 


One Minute Washer Company 


(Appliance Craftsmen Since 1898) 
Kellogg, Iowa, U. S. A. 











VERD-ARAY ~ 


SPONSORS SLOGAN CONTEST 


| j 
AS FALL PROMOTION. j | y 
( ra 






MAGAZINES WHICH WILL 
CARRY SPACE... 





@ VERD-A-RAY is a new type of incondescent light bulb scientifically 






designed to make seeng easier in compe ” with the “pinkish” white 
light of ordinary frosted lamps, note the comforting “pastel greenish” white 
light emitted by VERD-A-RAY 
Scientific research dota indicates imprqved viwal (sharpness) acuity, 
relief from eyestrain and reduced glore 
omy wor plants wwe VERD-A-RAY, one such plant reporting in a trade 
Paper thot hospital treoted headoches were reduced 69.13%, hospital 
treated minor occidents were reduced 54%, and 357 productive mon 


hours were saved in one deporiment in one month after proper instolloti 


a | 
ONTEST RULES 


Bet PRIRE 2 adescvccees $1,000 in War Bonds 


VERD-A-RAY C€ 






SBP OIER. ccncccceesss 750 in War Bonds 
Grd PRIZE........ , 500 in War Bonds 
4th PRIZE........ 250 in War Bonds 


NEXT 25 PRIZES... 100 in War Bonds 


1. Ge to your dealer where_entry form will be given to you 
free of chorge of other obligation. Write 6-word lor less) 
slogen descriptive of VERD-A-RAY. Purchase ond use of 
VERD.A-RAY might be of valve in making you fomilior with 
the product, but it is not @ condition necessory to entering this 
contest. Your own focsimile of entry will suffice 

2. Mail your entry to VERD-A-RAY CORPORATION, Toledo 5, 
Ohio. All entries must be moiled not later thon midnight, 
December 31, 1944 

3. Entries will be judged on the basis of originality of ideo. 
Penmanship or foncy entries will not count extra. Decision of 
the judges will be final. In cose of ties, duplicote prizes will 
be aworded, : 

4. No entries will be returned. All entries, ideas and contents 
thereof will become the property of VERD-A-RAY CORPO. 
RATION. 

5. "This contest is open to any resident of the United Stotes 
except the employees (ond their fomilies) of VERD-A-RAY 
CORPORATION, or its offilicted companies, ond is subject 
to Federal, State ond Local lows and regulations, 
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Distributors’ salesmen and dealers identified with prize 
winners also qualify for prizes. 





PHILCO COMMITTEE SETS SIGHTS—Setting their sights for more than $100,000,000 
of civilian business after the war, the Philco Products Development Committee is 
drawing up specificaions for Philco post-war radios, refrigerators, air conditioners, 
and television receivers. The committee (left to right): Larry F. Hardy, vice-presi- 
dent in charge of home radio; Lawrence J. Pearson, product design consultant; 
Palmer M. Craig, chief engineer, radio division; James H. Carmine, vice-president 
in charge of merchandising; T. A. Kennally, vice-president in charge of sales, chair- 
man; Robert F. Herr, vice-president in charge of service; W. Paul Jones, vice- 
president in charge of refrigerator division; Joseph H. Gillies, vice-president in 
charge of radio production; Raymond A. Boyce, general purchasing agent. 





HAVE YOU HEARD... 








FRANK CoGsit, 66, division manager, 
Ironrite Ironer Co. in Southern Ohio, 
West Virginia and Northern Kentucky 
for a number of years and well known 
throughout the washer-ironer industry, 
died Friday, November 3. Mr. Cogsil 
began his career in the washing ma- 
chine business years ago in Steuben- 
ville, Ohio, and had devoted more than 
25 years to domestic home laundry 
business. 


Mervin C. W1x1, released from active 
duty as a Lieutenant-Commander in 
the Supply Corps, U. S. N.R., has re- 
turned to carry on his previous duties 
as executive vice-president and gen- 
eral manager of Curtis Lighting, Inc., 
and president of Curtis Lighting of 
Canada, Ltd. 


PRODUCTION AWARD PENNANTS have 
been awarded the following companies: 
Galvin Mfg. Corp., (Motorola Radio) 
has won for the fifth time the Army- 
Navy production award; Ironrite 
Ironer Co., Detroit, Mich., was re- 
cently awarded the Army-Navy “E” 
award; and Curtis Lighting, Inc., 
lighting equipment manufacturers, 
were recently awarded a second gold 
star for the Maritime “M” pennant. 


Russet, W. Poirson, 41, with the 
Flint Distributing Co., Salt Lake City, 
died Oct. 13 of heart disease. He pre- 
viously had been eastern sales man- 
ager for the Horton Mfg. Co., Fort 
Wayne, Ind., and western sales man- 
ager in Denver, Colo., for the Kelvin- 
ator Co., Detroit. 


Tue Arr ConpiTioninc Councit of 
Western New York, according to an 
announcement by W. E. Voisinet, pres- 
ident, will become the first local chap- 
ter of Indoor Climate Institute. The 
name of the local organization will be 
changed to Indoor Climate Institute, 
Western New York Chapter. 


THE NEW RADIO PROGRAM sponsored 
by Sentinel Radio Corp. is a com- 
mentary on the news by John W. Van- 
dercook, top-flight analyst. These 
broadcasts are being heard every Sat- 
urday afternoon at 5:30 E.W.T. over 
the complete coast-to-coast network of 
NBC’s 142 stations. 


DECEMBER, 


AtrorNEY GENERAL Harry Mc- 
MuLttan, of North Carolina, has ruled 
that when an out-of-state firm sells 
merchandise in North Carolina 
through salesmen, the three per cent 
use tax on sales made within the state 
should be collected and remitted to 
the state. 


Tue ANpbreEws SISTERS, the nation’s 
No. 1 singing trio, will be starred in 
a weekly half-hour musical variety 
show sponsored by Nash-Kelvinator, 
over the complete Blue Network of 
190 stations, Sundays, 4:30-5 p. m. 
(E. W. T.), beginning Christmas Eve. 
Vic Schoen, maestro for the Andrews 
recordings and pictures, and George 
“Gabby” Hayes, top-rank comic of 
movie Westerns, have been signed for 
the show. An outstanding radio, stage 
or screen star will be a featured guest 
each week. Geyer, Cornell & Newell 
is the agency. 


Dr. Witt1AM L. Everitt of Wash- 
ington, one of America’s foremost 
authorities on radio and electronics, 
has been elected president of The In- 
stitute of Radio Engineers for the 
coming year. Dr. Everitt, who is 
chief of the Operational Research 
Branch Office of the Chief Signal Off- 
cer of the United States Army, suc- 
ceeds Professor Hubert M. Turner of 
the Department of Electrical Engineer- 
ing at Yale University. 


Tue Exvecrric Vacuum CLEANER 
Co., Inc. of Cleveland, has been 
awarded another white star for its 
Army-Navy “E” Flag. This repre- 
sents the third award to this company. 
manufacturer of Premier vacuum 
cleaners. 


Tuomas MuncLey, who invented 
Freon—refrigerant gas, died in Colum- 
bus, Ohio, Nov. 2. He was 55, and 
had been an invalid for four years 
after suffering an attack of infantile 
paralysis. Mr. Midgley’s chief in- 
vention was ethyl gasoline. 


Joun W. Sanps, who has been with 
the Conservation Division of WPB 
since January, 1942, has resumed his 
duties with the Development and Re- 
search Division of International Nickel. 
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Millions saw 45-lb. blessed event 


A beak-breaking bundle for the most rugged Read what one electrical dealer, Mr. War- 
stork, Robert R. (for Ringling) Rhinoceros ren W. Brown, of Salem, Ohio, says of 
was one of four blessed events to arrive at LIFE: ‘Would estimate 50% of the people 
Chicago’s Brookfield Zoo on the same day read LIFE—very popular publication.”’ 
cad Mr. Brown’s estimate of LIFE’s popularity 
in Salem very likely applies to your com- 
munity, too. Because week after week, LIFE 
holds the attention, stimulates the thinking, 
How does this affect you, as a merchant of | and increases the knowledge of more people 
nationally advertised electrical goods? than any other magazine in America. 


Because this picture appeared in LIFE, it 
was seen by millions of people all over the 
country. 
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: FUEL OIL CONSERVATION 
Offers YOU New SALES OPPORTUNITIES 


Install A-P THERMOSTATIC TEMPERATURE 


CONTROLS on ALL Oil Burning Space Heaters 


using A-P Model 240-DR or UR Manual Controls 


Unless you show them how 
to get more heat, more 
steady comfort out of 
available fuel oil, many 
space heater users in your 
community will be cold 
early next spring, because 
| of needless overheating 
and fuel waste. 


Here's your chance to 
make many staunch 
friends, an opportunity to 
serve — and SELL. Get 
in touch with all your past 
heater customers. Tell 
them how the addition of an A-P 
THERMOSTATIC TEMPERATURE 

CONTROL SET to their present heat- 

er will help stretch fuel oil enough to 
take them over the “hump.” 


| Complete Sales Package — 
Easy to Install 


The A-P Thermostatic Temperature 
Control Set is a complete sales pack- 
t age, including an Electric Auto-Heat 
Conversion Top for installing on top 
| of present manual controls, an accu- 
! rate wall thermostat, tranformer, 


; 
t fip 
t 
‘ 
4 
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wiring, staples and full instructions. 
It's easy and simple to install on most 
oil burning space heaters, inexpensive, 
more than pays its cost in fuel sav- 
ings and steadier comfort. No priori- 
ties needed. 


Tie in NOW on this vitally essential 
program—for ready extra sales! Write 
for bulletin and prices on A-P Ther- 
mostatic Temperature Control Set 
No. 240-ED. 


AUTOMATIC PRODUCTS COMPANY 


2400 N. 32nd St. © Milwaukee 10, Wis. 


DEPENDABLE 
OIL CONTROL VALVES 





When it's all over “over there,” 
White Cross will offer to selected 
wholesalers: 


I Franchise Protection 
2 New, Moderne Styling 
3 Exclusive improvements .. . 


So — before making postwar com- 
mitments, investigate the stream- 
lined, simplified Top- quality White 
Cross Line: for minimum inventory, 
maximum turnover... Pop-up 
Toasters... Waffle lrons and 
Sandwich Toasters . . . Flat lrons 
(Thermostatic) . . . Hot Plates... 
Coffee Vacs ... (Now 100% in 
wor work). 


Sold by Leading Jobbers Everywhere 


Be’ 


& 


a | 














NATIONAL STAMPING & ELECTRIC WORKS 


3212 EM West Lake St., Chicago 24, Illinois 
RP ORRIN a A a 
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IN A FURTHER DEVELOPMENT of its 
television research program which has 
been in progress since 1928, Philco has 
filed applications with the Federal 
Communications Commission for per- 
mission to experiment with television 
relays between Philadelphia and Wash- 
ington, D. C., it was announced today 
by John Ballantyne, president. 


THE MEN AND WOMEN of the Nine- | 
teen Hundred Corp. St. Joseph, Michi- 
gan, were signally honored on October 





14,. 1944, when a White Star was 


officially added to the firm’s E pennant. | 


THE FIRST ISSUE of “The Loud- 
speaker,” a new magazine for em- 
ployees of the Operadio Mfg. Co., St 
Charles, Ill., will be introduced this 
month, according to A. F. Hunecke, 
personnel manager for the company. 
Eddie Chessman will be the editor of 
the publication. 


A rourtH Army-Navy E has been 
awarded to Thermador Electrical Mfg. 
Co. of Los Angeles, in recognition of 
their continued high efficiency in the 
production of war material. Thermador 
is the west’s largest manufacturer of 
eleetric ranges, water heaters, room 
heaters and transformers. 


Wa tter I. Knapp, formerly lighting 
design engineer of the Detroit Edison 
Co., has joined the staff of the Grand 
Rapids Store Equipment Co. as chief 
illuminating engineer. Mr. Knapp in 





1941 was national chairman of the | 


lighting award competition on a super 
food market, sponsored by I.E.S. 


Larry E. Guss, chairman of the | 


board of directors of Philco Corp., has 
been elected to the board of trustees of 
Cornell University, at Ithaca, N. Y., 
it has just been announced. He will 
serve for five years. Mr. Gubb was 
graduated in 1916 from Cornell, and is 
president of the Cornell Alumni Asso- 
ciation. 


AN EDUCATIONAL CARTOON based 
upon the famous advertising character, 
“Reddy Kilowatt,” will be produced 
by Walter Lantz pioneer cartoon pro- 
ducer, for Ashton B. Collins, creator, 
of the nationally-known character used 
to “personalize” the use of electric 
current in campaigns in behalf of 260 
light and power companies. The sub- 
ject will be 1,000 feet in length and 
will be made in Technicolor at the 
Lantz studios in Hollywood. 


ANNOUNCEMENT OF 
Frezepom Gas KitcHen” as the prize- 
winner in an inter-industry contest to 
name the post-war coordinated gas 
kitchen has been made by the Ameri- 
can Gas Association. This name, sub- 
mitted by Everett A. Taylor, Provi- 
dence Gas Company, R. I., who was 


awarded $500 in war bonds, will be | 


used extensively in the national ad- 


“Tue New | 





vertising of the Association already | 


scheduled for early in 1945. 


Norman H. Cook, for ten years 
sales manager for the V. J. Mc- 
Granahan Distributing Co., Toledo, O., 
electrical appliances, died recently of a 
heart attack while making a business 
call in Piqua, O. He was well known 
in radio circles, having formerly been 
a distributor for several national lines 
of radios. 


DECEMBER, 
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HEDGEMASTER 
Portable 


ELECTRIC 
TRIMMER 












Our 


In the 


eThe 
eThe 
eThe 





THE ONLY 
TRIMMER 


DOUBLE 





ACTION 











Both blades move in op- 
posite direction—an ex- 
clusive HEDGEMASTER 
cote. Nothing to obstruct | 
rubbery from entering the | 
cutting blades nor x4 limit the size of 
stalk that may be admitted to them. No 
dependable 

pertormance and jong life. Models for 
Se Some owner, and caretaker, landscape 
ayy , hurseryman, etc. Well balanced 
fit the hand without wrist strain. May 
> used to trim hedges, shrubbery, trees, 
Powered by Universal’ Motor 
use on AC or DC current. Will cut 








heavy stalks without stalling motor. Mode! The 
7 shown here has 7/,"" cut; overall length with 
of La 8%"; net weight 3% Ibs. All 
ly priced, Available 
after the war. 


L. J. KAUFMAN MFG. CO. 
MANITOWOC, WISCONSIN 








EVERHOT 





For : 
adju: 
®@ Styling and performance 
of this Everhot Ray vector} 


established new standards 
for electric room heaters. 
Everhot leadership will give 
you a still more advanced 
heater for post-war mer 
chandising. 

THE SWARTZBAUGH MFG. COMPANY v 


Established 1884 
TOLEDO 6, OHIO 


PRODUCTS 


ROASTERS. .HEATERS.. APPLIANCES 
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Our Research Department 


Develops NEW Ideas 


Our Distribution Policy 


Remains Unchanged 


In the future, as in the past, you can 
count on: 


«The SAME Company Policy 
eThe SAME Top Quality 
eThe SAME Distribution Channels 





The juicer that gets ALL the juice, 


without rind-oil, pulp, or seeds. 
la 





Trade Mark 









Opens cans of all shapes, 
and sizes, leaving smooth 


1 beveled edges. 


Jce-O- Mat 
Easily crushes cubes or 


lumps, fine or coarse. 


Broil-O-Mat * 
For steaks, chops, fish or fowl. Only 
adjustable electric broiler made. 

6 


National consumer advertising schedule 
includes: 


Ladies” 


Home Journal 


MOUSE BEAPTIALL 


Bride’s Magazine 
House Beautiful 
Parents’ Magazine 


American Home 





*Trademark Reg. U. S. Pat. Off. 





MANUFACTURING COMPANY 


KANSAS CITY 1, MISSOURI 
Cigimalinls 





LIANCES 


DISING 





2ST with Plastic Juicing Ports 
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FM Preference 
Shown in G-E Survey 


Nine out of every ten General Elec- 
tric stockholders and radio dealers who 
replied to a recent post-war radio 
survey conducted by the company 
would like to buy an FM (frequency 
modulation) radio receiver. This in- 
terest in FM radio reception was in- 
dicated in replies to a questionnaire re- 
turned by 16,635 stockholders and 
1,538 radio dealers. 

Almost half of those who replied 
were undecided as to when they would 
buy their new radios, which was in- 
terpreted by H. A. Crossland, manager 
of sales, Receiver Division, as an indi- 
cation that many post-war receiver 
customers are awaiting the appearance 
of FM stations in their localities be- 
fore they make a selection. As soon 
as receivers become available, 26.9 
percent of those answering stated that 
they will buy a new set. 

The replies to the questionnaire also 
showed that 80 percent knew about 
FM and that one out of every 10 had 
already bought an FM receiver. 

Another phase of the survey dis- 
closed that about 15 percent of all 
the radios owned by those making re- 
plies were out of order because of war 
shortages on parts and tubes. Twenty 
percent stated that they have one set 
currently out of order, while 10 per- 
cent showed that they had two or 
more sets idle for lack of service. 

The replies also revealed a distinct 
change in trend in the selection of 
models. They pointed out that 38.9 
percent now owned table sets while 
13.5 percent said they had floor radio- 
phonograph conmbinations. However, 
in giving their preferences as to post- 
war sets, the table sets were listed 
first by only 22.2 percent, while the 
floor radio-phonograph combination 
claimed the choice of 33.8 of the re- 
spondents. 

Almost 85 percent of those replying 
stated that they plan to buy a portable 
radio after the war. The popularity of 
this type of receiver was seen in the 
responses of 2,268 stockholders who 
stated that they use a portable 75 per- 
cent of the time indoors. 


Wincharger Expands 
Civilian Activities 

The use of wind-made electric power 
to increase farm production at a saving 
in manpower is being demonstrated by 
the Wincharger Corp., Sioux City, 
Iowa, in a series of regional meetings. 
R. F. Weinig, vice-president and gen- 
eral manager of the company, points 
out that some Wincharger models com- 
pletely electrify farms and ranches 
supplying 26 percent more power than 
the average used by farms on some 
lines. 

Sales manager George Calhoun and 
J. H. Stoneking, advertising manager, 
expect to be in the field for another 
three weeks with models shown at the 
Wincharger distributor convention, 
which was held in Sioux City on 
September 11 At that time over 
fifty U.S. and Canadian distributors 
met to discuss sales and service plans 
following a sharp increase in WPB 
approved Wincharger production for 
civilian needs. The corporation has 
been manufacturing for the rural 
market for some time in addition to 
its important war work. 
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Freez-All well realizes that it is not enough to have a 
line of fine food freezers and a great ready made mar- 
ket for them ... there also must be extensive plans 
for ping this ‘ket. Freez-All has a broken 
with a nationwide campaign that has anon t many 
thousands of inquiries. In addition there be local 
newspaper advertising, dramatic point of sale material, 
new exciting merchandising and promo oeek peat and 
sales literature of many kinds to assist dealers. 
Complete information on Freez-All home freezers gladly 
sent on request. Please write today. Dealers are now 
being franchised all over America. 


FREEZ-ALL DIVISION 
Portable Elevator Mfg. Co. 
Dept. T 21 Bloomington, Illinois 


























apie with : 
PYREX 
Brand Glass 
$995 
HILL-SHAW CO. 


311 N. Desplaines St. 
Chicago 6, Illinois 





At your 
Jobber’s 


Backed by the 
GREATEST (4 
AD CAMPAIGN 3 


ever put behind any 
coffee maker! 







25 MAGAZINES! OVER 46,000,000 
MONTHLY CIRCULATION! Including: 
Liberty + Life - Cosmopolitan - Saturday 
Evening Post + Ladies’ Home Journal 
Women's Home Companion - American 
Good Housekeeping - American Home 
Country Gentleman - American Weekly 
True Romances - True Love and Romance 
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WASHERS 


In 1876, fully eight years before deLaval 
invented the cream separator—as important to 
the dairy farm today as the reaper is to the 
grain grower—Voss Washers were being 
shipped all over the nation. Voss Washers 
have been a favorite in the rural market, as 
well as in the city, ever since for their economy, 
faster washing, extra wringer safety and 
unsurpassed sturdiness. In the postwar market 
of tomorrow Voss dealers will have no 
trouble selling the better-than-ever Voss— 
with exclusive Voss features such as the 
“Electro Safe’ Wringer—the world's safest. 
Your customers know Voss, that’s one reason 
why there's a bigger profit and less service 
trouble in selling Voss to the rural and 
city markets. 











VOSS BROS. MFG. CO. 


DAVENPORT . IOWA 





FLASH!!! ALL USERS 
OF DEEP FREEZE UNITS 


ARE POTENTIAL PAKSURE CUSTOMERS 


With the increased use of deep freeze units there will be a grow- 
ing demand for frigid food packagings. In-fact the right packag- 
ing will have a distinct bearing on the success or failure of the 
deep freeze business. . 


The “Paksure” line of packaging materials for frozen food meets 
every specification of wide awake dealers who are looking for 
a line which will fill all the requirements of their deep freeze 
unit customers. The “Paksure” line is correct and complete and 
provides safe and convenient wrapping or packaging for meats, 
fruits, vegetables, fish and poultry to be stored in frozen food 
locker plants or home freezer units. 


A convenient assortment for horhe use in the “Paksure” frigid food packaging 
kit consisting of cellophane-lined bags and cartons of assorted sizes. The items 
in this assortment and the entire ‘‘Paksure”’ line are fully described in our new 
16 page catalog which we will gladly send you on request. 


DEALERS are invited to investigate 
this free offer: In order to help you 


= 
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THE BEST 


is always worth 
waiting for... 


ATURALLY, we’re talking 
about the famous Manning- 
Bowman ‘‘Long-Last’’ Percolator. 
Along with all the other appliances 
in the M-B quality line, ‘‘Long- 
Last’’ will be back one of these days 
(soon, we hope). And it’s well worth 
waiting for! 


Yes, the picture ahead for Man- 
ning-Bowman dealers is as pretty 
as the damsel up above. Right now, 
American homes need more new 
electrical appliances than ever 
before. Folks have more money to 
spend...and when they can spend 
it they are going to want the best. 

That’s why we’re making this 
suggestion to all our dealers: PIN 
UP the sweet thing in this ad as 
areminder that the Manning- 
Bowman line will PIN DOWN those 
extra-profit, quality sales in the 
days to come. Remember, the best 
is always worth waiting for and... 


Mianning 


Bowman 


Mleans Best 


MERIDEN, CONNECTICUT 


KEEP ON BUYING WAR BONDS 


ELECTRICAL MERCHANDISING—DECEMBER, 





Clock Manufacturers 
Resume Own Tradenames 


Under a recent WPB ruling clock 
manufacturers can use their own trade- 
mark on clocks manufactured by them. 

The Warren Telechron Co., started 
manufacturing electric alarm clocks 
under its own name “Telechron” on 
November 1, immediately following 
the dissoluation of the brief pooling 
arrangement under which Telechron 
made unbranded “war alarm” models 


for much of the industry, according to 
| Roy W. Johnson, general sales man- 


ager. 

In making this announcement, Mr. 
Johnson cautioned the public and trade 
not to become overly optimistic, for 
although the company will turn out 
several thousand clocks a day, a survey 


| by WPB several months ago revealed 


that there is a demand for more than 
12 million alarm clocks. The first 
models will retail at $4.95, OPA ceil- 
ing price. 


G-E “War Alarm" 


C. R. Thorson, sales manager of the 


| Clock Division of General Electric Co. 


also announced that their alarm clock 


bearing the name “war alarm” will 


| have its face lifted by the resumption 
| of the G-E trademark. Mr. Thorson, 


stated however, that the new model 
will be “identically the same clock” as 
the first, except for the company trade- 
mark. Only the one model is in pro- 
duction now, but it is expected addi- 


| tional models will be available as soon 


as production facilities are available. 


Dairy Farmer Survey 
Shows Appliance Needs 
A recent survey conducted by the 


Dairymen’s League Cooperative Asso- 
ciation, Inc., to determine post-war 


| needs of their 28,000 dairy farmer 


membership revealed the following do- 


| mestic appliance wants: 


Refrigerators, home freezing units 
and radio were mentioned most fre- 


| quently—1 out of every 4 farm homes 


says they want these appliances. The 
vacuum cleaner comes next, being men- 
tioned by 1 in every 6 families. Elec- 


| tric clothes washers and toasters were 


mentioned by 1 out of every 7; and 


| kitchen mixers and irons are wanted 


by 1 in every 8 farm homes. 


One 


| in every 16 want a television set. Other 


items mentioned less frequently were 
dishwashers, ranges, oil burners, auto- 
matic coal stokers, kitchen exhaust 
fans, ironers, heating pads and heat 
lamps. In addition, one out of every 
12 said they would like to have elec- 
tricity in the home and in their barns ; 
and 1 in 7 plan to modernize their 
kitchens. 


Proctor Information 
Center Established 


Riedel, service consultan 
manager in the New York 
office, has been appointed by Robert 
M. Oliver, vice-president and genera! 
sales manager of Proctor Electric Co. 
to establish and direct a new Proctor 


Mary R. 
and acting 


| Information Center which will handle 


all the press and publicity releases for 
the company and will work closely 
with the advertising, trade and con- 
sumer publications. ’ 
Headquarters for the Information 
Center will be at 480 Lexington 
Avenue, New York 17, New York. 
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Lau propeller type 
air circulating fans have many ap- 






































FURNISHED IN 5 DIAMETERS plications for providing fresh air 
Fan Size CFM. | HP. in confined enclosures — removing 
22” 3800 | % stale, excessively hot, or dust-laden 
30” 7,100 | air; fumes; smoke; etc. Available 
36” 9,000__| Ys on priority ratings for reasonably 
36” 10,150__| ifs prompt delivery. Plan your re- 
42” 11,300 | % . . 
42” | 12,600. | Ys quirements ahead. Now is the 
48” | 15050 | time to schedule summer installa- 
___ 48” | 18000 | % tions. 








Write us direct or contact your nearest jobber. 








Engineers and fabricators of general Air Handling Equipment 
Single Inlet and Double Inlet Blowers ® Propeller Fans ® Accessories 
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Wilcox-Gay Corporation, 
designers of the famous 
Recordio, are engineering 
plans for a greater home 
recording future. Distribu- 
tor and dealer franchises 
are now being established 
to serve outlets for the sen- 
sational new Recordio. 


WILCOX-GAYCORPORATION 


‘| y’ 
\ 
Kh 





WILCOX-GAY CORP. 


CHARLOTTE, MICHIGAN 


Manufacturers of the Recordio; Famous Home Recording —Radio— 
Phonograph Combination 


PAGE 157 








> 





| DISPLAYED RATE: 


$12.50 per inch per insertion. 
Contract rates on request. (An 
advertising inch is % on one 
columm—4 columns—48 inches 
to @ page.) 





WHERE TO BUY 


Parts, Service & Accessories 


UNDISPLAYED RATE: 


$1.00 per line or fraction per in- 
sertion—minimum $4.00. First 
line small black face type. Dis 
count 10% full payment in ad- 
vance for 4 consecutive inser- 
tions. 

















Cc,oodrich 


I 
ib2tvVP eri iH | 
WRINGER ROLL: }|j/) 
Prepare now for a bigger wringer roll business with 


this brand new quality product of B. F. Goodrich. Its per- 
formance cannot be excelled by any other roll at any 


price! 
' NO MORE TROUBLESOME 


WHET ES Sema cannes 
T 1 G H T 4 NEW PROCESS PREVENTS 
s SLIPPING ON SHAFT 
RIGHT! PERFECT FIT FOR ANY 
s TYPE OR SIZE WRINGER 


BLANK ROLLS — DEALER PRICES 





25% DEPOSIT OR CHECK WITH ORDER 

Size lto ll 12 to 36 36 WRITE 

1%" $1.21 $1.10 $ .99 us 

1%” 1.28 1.17 1.07 

xg 1.39 1.27 1.17 

2%" 1.57 1.45 1.33 FOR FULL 

242” 1.94 1.82 1.68 

2%" 238 ass aan PARTICULARS ] 
SALESMEN, JOBBERS AND DEALERS CONTACT 

WYNAR 155 STATE ST., ROCHESTER 4, N. Y. 











ONE SOURCE OF SUPPLY 
1913 Washing Ave., Houston 10, Tex. 

410 Mareuctte, Minneapolis |, Misa. 
2400 S. Malin, Houston 2, Texas 
Geedrich White Wringer Rolls for all makes 
WASHER & CLEANER PARTS 


Us NE Ib fi 


VACUUM & APPLIANCE 
Ee 


ELECTRIC HEATING APPLIANCE 
ELEMENTS REPAIRED. 


NICHROCITE PASTE IS USED. 


To get at otherwise inacces- 
sible places, in toasters, 
irons, overhead elements in 
==’ 


ovens, furnaces, etc. Simply 
overlap ends apply Nichro- 
; cite Paste and turn on cur- 
: rent. Used by large utility 
= companies. Generous trial 
order $1.00, 4 oz., $2.50, 1 
pound $8.00. 


ADVANCE CO. Box 861 Minneapolis, Minn. 














SPECIALTIES 


Electrical Mangile Roll Pads and Covers 
Vacuum Cleaner Baga, Ironing Board Pads 
and covers, washing and ironer covers, Ohio 
Textile Specialty Co., W. 64th, Cleveland, O. 








NEW ADVERTISEMENTS 


Received by December 21st will appear in the 
January issue subject to space limitations. 

















WASHING MACHINE REPLACEMENT PARTS & SUPPLIES 
= Aerobell—Boss—Gainaday—Laundry Queen J 
= Suenysuds—Woodrow and Thirty Other Makes . 
= WRINGER ROLLS—LUBRICANTS—BELTS 

We have a PARTS JOBBER necr you 


Walter A. Frant 
ss Address on request > 


I 


251 DUEBER AVE 


FACTIIDIN a 12 y 
rFACIUKING C& canton 6, onic 






i T KA 
y/¥ TKANTZ MANU 


SINGLE CONDUCTOR No. 18 APPROVED 


ALL-PURPOSE CORD $ 


White or Black—Synthetic Covered 
16 strands of No. 30 Tinned Wire. Heat, Light and Sun Resisting. 


FEET 
QUANTITY OF 5000 FEET...............-+4- per 1000 $14.5 


=siallld Rolls of 1000 Feet—Shipping Wght. 12 Lbs. Wholesale Ceiling Price pw 
1000 feet $26.40. 





FREE! Illustrated Parts Catalog—Write Dept. M. 
EANER SUPPLY CO. 
BUCKEYE ag Bag a P msc 8, Ohlo BUCKEYE 





132- e 
Now eeee ae ay | FREE 
Washing Machine & Vacuum Cleaner Part. 
Save by ordering all your supplies 
from one Cy source. 
Quality, Service, Low Prices 


FOR MIDWEST APPLIANCE PARTS CO. 
2 22 W. Division St. 5 


WASHERS and CLEANERS _ Chleage, 22, i 


FROM ONE SOURCE 




















Write for latest list which shows 
makes handled and discounts from 
published list prices. 


BROCKWELL ELECTRIC CO. 
Genuine Parts Exclusively 
106 E. 9th St. Chester, Pa. 


“KEEP 

















NEW VACUUM CLEANER 


PARTS CATALOG 


@ 34 Makes of Cleaners Shown 


® 60 Pages of Service Information 





1945 EDITION CONTAINS 


300 PAGES of Parts 
for All Makes of Cleaners 


@ Do you know the part you need? 
This catalog will identify it for you. 
Place your order now for this service 
help. No shop or repair man should 
be without it. Save hours of time in 
your service work — know what to 


order and where to get 150 


@ 140 Pages of Illustrated Parts 
@ 360 Different Models Covered 
@ 40,000 Items Listed 


MAIL COUPON TODAY 


Paper shortage limits quantity on first printing 





PEARSOL APPLIANCE CORP. 
2122 EUCLID AVE., CLEVELAND 15, OHIO 


Please send me...... copies of the new 
Vacuum Cleaner PARTS CATALOG 
(1945 Edition) at $1.50 each. 


it. Worth $10.00 to any 
shop... Send for it now! 
Advance Price 











IT : 
RUNNING” 


Satisfactory operation 
is a real contribution to 
customer satisfaction. 
“Keep it running” and 
she'll come back. It’s 
the repeat sales that 
count. 


WASHING MACHINE PARTS 


“Any Part For Any Washer” 
Distributor for All 
Leading Manufacturers 


Write In 
For Complete Catalog 


WASHER SALES & SERVICE CO. 


10 Federal Street 
PITTSBURGH 12 














Parts, Services and 
Accessories can play an 
important part in build- 
ing your business. It 
can keep you posted on 
where to obtain your 
requirements in keeping 
your customers’ appli- 


—— 
WHITE 
ALL SIZES FOR IMMEDIATE DELIVERY 
COMPLETE LINE OF WASHER PARTS 


AMERICAN ELECTRIC WASHER CO. 
1766 E, 55th STREET CLEVELAND, OHIO 


CHROMALOX UNITS 





























ee... SWITCHES AND PARTS ances in good running 
FOR : 
PEARSOL APPLIANCE CORP. NR a. a enti ¢d Meets Renae order. 
2122 EUCLID AVE **CLEVELAND 15, OHIO a STATE F. N. CUTHBERT CO., Distribeters 
Tolede 2, Obie 
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UNDISPLAYED RATE: Not 
available for equipment a: DISPLAYED RATE: INDI. 


d- 

Worst Oe as at i a oo oe with 

ord, mum rules or rom- 
$2.00. PosiTio N: s inent display of advertise. 
WANTED (full or part time me iy ts. The advertising 
Seaivicwal sniepiod emule ae - rd ¥ 
ment only) 1% above * os vertisin: appearin; 
rates poyenie in advance. (Classified Advertising) on othe than = =! 


as basis. ntra es on 
) words. DISCOUNT of : 1 : : jues' RTISING 
ieee (i tat Peo EMPLOYMENT, "OPPORTUNITIES" {MERCHANDISE gia mennured Yar ver 


secutive insertions. umns—48 inches to a page. 


Prominent Saint Louis Wholesaler 


Amply financed, large warehouse, large sales organization is in- 























terested in exclusive distributorship for radios, appliances, etc. 








National or Spot coverage. All propositions considered. Personal 
DRAFT-PROOF—At reception desks or | 


other places where drafts are apt to be 
present, infra-red lamps like these two 
250-watt units at the Westinghouse Lamp 
Division keep office workers comfortable. 


interview arranged with principals. 


RA-694, Electrical Merchandising 
| 520 North Michigan Ave., Chicago 11, Ml. 





See Infra-red Lamps As 

Post-War Heat Source a 
ONS VACA 

7 50 gonthocr lamps developed under eee SALES ENGINEER , so 






























































* * WORKING FOREMAN, for electrical repair 
the po poy of war production will shop doing large and small work of all for SOUND EQUIPMENT 
one oO e great ne - types, good opportunity, good pay for right nig: 
reer g de ‘in w post-war heat | man. Box 1029, Mitchell Advertising Agency, Eastern division of national elec- CTURERS 
sources, speeding peacetime drying jobs | 1 Beekman St., New York City. tronic company has permanent posi- MANUFA 
in the home and industry and providing | YaNrEp SUPERINTENDENT—for division | tion for outstanding sales engineer, 
a flexible supplement to regular space | manufacturing small electric motors for contacting large ag Hep markets APPLIANCE LINES 
j ; lectric appliances. This is a permanent posi- on soun ui nt. ust have 
10 $14.08 heating equipment, James D. Hall, Sn aeaae teas Eee England con. — poe: oe —— 
i Jesti ivisi i é ag Z . t P “ . ‘ 
| Price pe W estinghouse Lamp Division cengmnet, | sammuieaee = ae ee, aan experience selling to industry, and A young, aggressive, well 
predicts. Merchandising, 330 W. 42nd St., New York technical knowledge of sound equip- rated distributing organization 
3 i ; in- | 18 N.Y. ment. Engineering degree or extensive ® ° . 
ie dane ste mer ae ee | : a | | engineering experience desired but not will place a few select lines in 
drying paint on tanks, jeeps, and pod POSITIONS WANTED peep ta mag sage sme the hands of one hundred or 
F » JCCPS, | - details to: Dept. 13. Box , Gran : 
KEYE war material can be used to dry every- Se ee a pean Central Annex, New York 17, N. Y. par | pecan guiaell ee 
° ¢ . eign years selling, . } eal- 
thing in the home from fingernail pol- of men and managing seer ty An excellent an 3 e ectrica “he ance 
j ¥ ; record. Widely travelled an nown in ap- | 3 e * 
BRUNI wil be poncir Sor’ acing the | Sar Bee PR TS aenttad tees | conehih” Seamnnur eaaiaieas 
aiso Wi Opuiar for Chasing e | draft deferred. PW-688, Electrical Merchan- | . ' 
net Parss.|§ chill out of the house during late | ‘8ims:°20 N. Michigan Ave. Chicago 11, Tll. | Attention Manufacturers Seventy five hundred are 
- su : ‘ ” =r IGINEER experie squ 
ple hog Arve MN Begg | Small Appliances feet of floor space. Three 
S As comfort heaters, Mr. Hall fore- data for sales literature; also general eng- hundred feet of R.R. Siding. 
TS CO cast, radiant heat lamps screwed into | neering economics and administrative work. | Sales Mgr. with one of South’s largest : ape hp- 
a2, = fighti : 4 7 a ; Accomplished organizer and negetioter. Have poner oy congonnen 1 Sales Carload distributors before 
. reguiar 11 ing circuits and cClampeu | directed research and development projects. | epresentative for manufacturer of com- Mer: 
ng the a lamp fixtt lb | M.LT. graduate. Prefer position manufacturer | pettively priced line of small electrical Pearl Harbor. We solicit cor- 
¢ 4 p x =e wi e | of electrical or mechanical product as engi- appliances. Active contact with over 250 res ndence with re utable 
beamed to keep the reader’s neck and woe oye ay en hype neg ee te well rated furniture, hardware and elec- po : P 
' . . sales i aeve 
shoulders comfortable. Similar lamps, 1. PW-717, Electrical Merchandising, 330 W. trical appliance dealers in Georgia. Age manufacturers who insist that 
‘ 42 nd st.. New York 1s. N y. 35, married, can furnish excellent rating. thei ducts be ai mae 
spotted around the house, could protect = : ‘ — Would represent one manufacturer ic h com! ucts given priority 
tend ; ¥ ‘(Bis clusively, or in any event not more than A 4 
~ OF cage = a soe — - | SALESMAN AVAILABLE | | two, “When ready for distribution your ananag 
and laundry indoors | — roducts will receive priority attention 
and perform other household drying SALESMAN WITH electric aggtionce selling fo Georgia. PO Box 86 Northside Branch 
‘ . experience desires sales work as a district | 
and spot-warmi1g chores. representative, or other sales work, with Wis- | 330° West’ 43nd St. New York 18, NY. Atlanta, Ga. 
\ consin as preference. SA-71%, Electrical Mer- 
\ chandising, 520 N. Michigan Ave., Chicago | 
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MANUFACTURERS AGENT; 27 years in We are physically and financially able to han- 
Wisconsin soeemere, are a peti od con- pT orade ines in this territory in a mutually MANUFACTURERS REPRESENTATIVES 
. ections. Will handle illing necessary. 
‘ration | Box "530 Madison, Wisconsin. “All_repilen' wi wi be held in the strictest con- 
2 t | ESTABLISHED SALES agency in Pacific RA-683, ELECTRICAL MERCHANDISING 
10n to | Northwest desires electrical house appli- 520 North Michigan Ave., Chicago 11, Ill. 
: ance lines and other electric lines have live 
action. wire sales organization and own warehouse | 
| with established jobber accounts give com- | 
” and | plete post-war plans. RA’-690, Electrical Mer- MANUFACTURERS 
‘ : chandising, 68 Post Street, San Francisco 4, Seeking competent, conscientious and intensive rep- 
a EE ecrta and/or gua appliances, ‘feauanied wih 
| WELL ESTABLISHED wholesale Plumbing elect and/or gas appliances. Acq _ 
s that | _and Heating Supply Co. in San Diego, Calit. | a ty Tet - gg - ee g - es OFFICE AND SHOWROOMS 
|} is interested in handling home appliances on 
@ distributorship basis. San Diego Pipe & | SE ee Cae eS aS WESTERN MERCHANDISE MART 
| Supply Co. Box 325ESD, San Diego 5, Calif. | RA-699, Electrical Merchandising 1355 Market St + San Francisco 3, Calif. 
- d | SOUTHERN CALIFORNIA jobber twenty 330 West 42nd St., New York 18, N. Y. 
San | years of reputable wholesale and retail 
1 dealings desires connections as distributor or ant 
lay an | manufacturers agents. Competent sales or- Position Wanted 
: | ganization experienced in appliances of every ADVERTISING — PROMOTION EXECUTIVE — F 
| build- | description. Plenty of warehouse facilities ao ge MM MY —. waneete VACUUM CLEANERS 
>i t handl J an a sing, es promotion, 
*S6. It Be ea a Gon Gus ant Teaeettas eone: eutatoguse ene om mail. Background in house- 
DEALER STAGES ART EXHIBIT—C. F. | tries. RA-714, Electrical Merchandising, 68 pow Ry HN RO Wanted for post war 
sted Of If Cowan of the Hockett-Cowan Music Co., | Post Street. San Francisco 4, Cal. ore ert pumneraeey end orutiey Creducttons. : 
AP a ; ; er cago pos ow Adv. Mor. w will 
1 your | Fresno, Calif., recently loaned the use of | *Qhanutacturers representative covering Wis- | | Mational manufacturers Responsible concern fi- 
ceeping his store walls to a local exhibit of paint- cone, AES Sn See Sr She pant 520 tela ey cog ee Il nance or buy outright dies 
years desires post-war connections for a ig = _ u - . 
i ings by wives of service men located in grade line of refrigerators, home freezers, and equipment, tank and up- 
a A, radios, and gas ranges. Active dealer and 7 
PP that area, The event was well attended jobber following of over 300 accounts. Write Arth S d Asso s ti right cleaners, also small ap- 
‘unning and a number of paintings were sold, the RA-715, Electrical Merchandising, 520 N. Ur owanson an ciates pliances. Bank and trade 
Proceeds being donated to the Fresno ee = Sh a N D TR A D ESIG N f 3s—all li nifi. 
Nutriti 1 Child H Th WHOLESALE WASHING machine parts dis- | U $ l L reterence replies co és 
one ildren's Home. e ex- tributor, serving numerous dealers now in EXECUTING PRODUCT ESIGN dential. 
brought numerous visitors to the N. Y¥. metropolitan area and Conn., seeks CUTIN D DESIGNS Z 
tt-Cowan store and engendered oy earner Gistribation RATIC, Mlectncal aime ccinsraltemmensrs:tuatng wy = ie age Oe 
or post-war distribution. - " ectrica 330 West 42n t., New York 18, N. Y. 
much good will and friendliness Merebeadising, 330 W. 42nd St., New York 540 N. Michigan Ave. Chicago 11, Ill. . 
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CARL M. SNYDER 


James H. McGraw Cooperation Award 
Given to Late Carl M. Snyder 


Che Committee of Awards for the 
James H. McGraw Award for Elec 
trical Men has voted the Medal for 
Cooperation for 1944 to the late Car! 
M. Snyder. The posthumous award t > 
Mr. Snyder, former sales executive of 
the General Electric Co., together with 
the purse, was presented to his widow, 
Mrs. Snyder, by S. B. Williams, secre 
tary of the committee of awards an | 
editor of Electrical World, at a dinner 
given by the General Electric Co. -t 
New York's Waldorf Astoria Nov. 28. 

The posthumous award to Mr 
Snyder was made in recognition of 
his contribution to improved standards 
of living through a concept of func 
tionalizing kitchens and homes around 
electrical devices and bringing his 
ideas into wide public acceptance 
through the collective action of mem 
bers of all branches of the building 
and electrical industries. 

The judges of the 
awards were H. C. Thuerk, president, 
New Jersey Power & Light Co.; John 
M. Newton, president, Oakes Elec- 
trical Supply Co., Holyoke, Mass.; 
N. J. Wheeler, president, the Mainte- 
nance Co, New York and A. D 
Cameron, vice-president, the Holo- 
phane Co., New York. 


Award Citation 


“Though forever unknown to those 
who will benefit most from his con 
stant endeavor to improve the Ameri 
can standard of living through better 
planned homes 

CARL M. SNYDER 
who departed this life on August 14 
1943, has left to them, the million 
who will live in post-war houses in 
this country, a heritage richer than 
money. An architect by profession, h 
saw in the electrical appliance a tool 
with which to fashion American homes 
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committee of 


on the basis of efficiency and conven 
ience. This functionalized approacl) 
made its start in the electric kitchen 
to the planning of which Mr. Snyder 
brought the cooperation of architects, 
engineers, manufacturers of various 
kinds of building materials, dealers 
and utilities. His vision was never 
narrow but had the qualities of busi 
ness statesmanshin combined with the 
personal charm, enthusiasm and earn- 
estness needed to inspire a following 
regardless of business or industry 
affiliations. Although employed by 
one manufacturer he saw the fulfill- 
ment of his plans only in the collective 
action of all who had an interest in 
modernizing the American kitchen. 
“While employed in this work by the 
General Electric Company he expanded 
this program for cooperation between 
the several elements of the electrical 
and building industries to embrace the 
entire home from which came the Gen 
eral Electric's Home Bureau, which 
he founded in 1936, and the architec- 
tural contest which produced the “New 
American” home plans that were to 
have such profound effect upon resi- 


dence design. Long before he came 
into the electrical industry, the all- 
electric home was being shown to 


thousands of people as a model house 
furnished with electrical devices ‘but 
the concept of designing a home func- 
tionally around such devices, the prin- 
ciple of which would meet with wide 
public acceptance, remained for Mr. 
Snyder to accomplish. 

For this contribution to improved 
standards of living for the American 
people as well as to the advancement 
of the electrical industry through col- 
lective .aetion, the Committee of 
Awards have voted to Carl M. Snyder, 
as a posthumous award, the 1944 
Medal for Cooperation and to Mrs. 
Snyder the purse under the James H. 
McGraw Award.” 
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Cooperative Advertising By L. E. Moffatt | 


Pittsburgh Survey Reveals Appliance Possibilities 


By Tom F. Blackburn 18 


The Duquesne Light Co., the Pittsburgh Press, and a research organi- 
zation unite in a comprehensive study of the city's post-war appliance 
sales potentialities 


Getting Into Coal Stoker Selling.......... 20.00.00... 24 


Some advice by experts on setting up a heating Riiciiiiadl i cash- 
ing in on the lively market that exists now in automatic heating 


"Appliances . . . Fifth Floor" By Clotilde Grunsky 27 


Some of the things Pacific Coast department stores are. thinking about 
post-war appliance merchandising 


How to Stay in Business. .. re ; . 28 


H. E. Goodling Electric Co., York, Pa, sold | 1741 major dealin in 
1940—an up-to-date machine shop with war contracts and a brisk fuel 


oil business have kept them going since—and their plans are laid 
for post-war 


A Radio Dealer's Plan for G-l Joe...................... 30 


Returning veterans interested in entering ihe ‘aT figure prom- 
inently in Bradley's Radio Service post-war project 


He Pioneered Home Freezer Selling 


By Lansdell Anderson 32 
. and that was only one of the enthusiasms of A. C. Darmstaetter 
of Lancaster, Pa. A photographic department, motor-boats and other 
lines have helped build a unique business 


Servicing Universal Waffle Irons ....................... 38 


Industry Problems Analyzed at P.C.E.A. Fall Con- 
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Adequate wiring, instalment financing, farm electrification, covered 
in San Francisco—Los Angeles meetings 


Keeping on the Safe Side of the Electric Street. 


Pre: ee 48 
The war has created an army of home wiring tinkerers—and they don't 
know the “gun is loaded" 
PON cecerye ocx coated. etde 4. aso ae ein 2.0 
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DON’T BELIEVE EVERYTHING 
YOU READ! 


T’S a cinch you can’t believe everything you read 

about postwar miracles and the “revolution in 
the home.” But you can believe Lovell advertising 
that is constantly building up your market for new 
washers. 


Ads in The Saturday Evening Post, Good House- 
keeping, Parents’, and True Story tell over nine 
million women why a Lovell Pressure Cleansing 
Wringer helps get clothes rea//y clean! This plus the 
fact that a Lovell does 90% of the heavy lifting con- 
nected with washday and its dreaded drudgery 
equals something women want! 


We're telling readers to order their Lovell-equipped 





washers from their dealers now so they’ll avoid the 
rush when buying starts again. Be sure they order 
from you! Plan to stock Lovell, “the wringer that 
helps sell the washer!” 


NINE REASONS WOMEN WANT ‘LOVELL 


1, Modern Gesign. 5. Quick, positive pressure release. 


2, Hand-made rolls. 6. Instant reset lever. 
3, Rustproof steel frames. 7. Automatic drain flumes. 
4, Balanced adjustable pressure. &.Oilless, soilless bearings. 


9. Automatic roll stop on Deluxe Models. 
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*KELVINATOR POLARSPHERESES 








Three years of war have shown what a trouble-free operation without any attention 
priceless asset Kelvinator’s record of trouble- whatever. 


free performance has been to both Kelvinator With this great performance record behind it, 
retailers and Kelvinator owners. Kelvinator is looking ahead with the great- 
When freedom from trouble and service was _— est of confidence to the postwar years—a 
needed most by retailers beset with man- period when dependability of operation will 
power and material shortages, Kelvinator | undoubtedly be a most important sales fea- 
set a record that has been the envy of the __ ture in home refrigeration products. 


industry. The Kelvinator Polarsphere . . . powering 
The reason for this great record is the Polar- the Kelvinator Refrigerator and the new 
sphere—Kelvinator's famous cold-making Kelvinator Home Freezer . . . will be one of 
mechanism that is sealed in steel and per- the greatest assets in the most valuable 
manently oiled for years of dependable, postwar franchise in the appliance industry. 





DIVISION OF NASH-KELVINATOR CORPOLATIO 
whe + + DETROIT + Grand Rapids == tant 
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